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Rough Proofs 


Louella Parsons insists P. T. 
Barnum authored the line, “The 
customer is always right.” And 
the Parsons history book prob- 
ably says Marshall Field an- 
nounced, “The public loves to be 
humbugged.” 
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All the big hotels now have 
sales departments, which may 
mean they are beginning to get 
interested in having your reser- 
vations again. 
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_ PREMIERE — The 


“Nielsen to start checking} 
brands in radio homes,” reports | 
the world’s greatest advertising 
journal. And Mr. Luckman won't | 
be too surprised to learn that not | 
all Bob Hope fans use Pepsodent. 

FF. we, 

Steel, which is now a member | 
of both the ABC and the CCA, is 
also on the rolls of the ABP and | 
the NAMP. Alphabetically, it is 
scraping the bottom of the barrel. 
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Billy Rose ran a column un- 
wanted by the Herald Tribune as 
a paid ad in the News, and prob- 
ably didn’t even demand position 
next to reading matter. 

» v 


“1700 salesmen to sell your 
product to over 1,100,000 Eagles,” | 
the ad says, without even hinting 
that this is the way to give your 
merchandising wings to the wild 
blue yonder. 

* 7. ¢ 

Mayor Kennelly, Chicago’s pop- 
ular chief magistrate, probably 
should be worrying over L.A.’s 
determination to become the sec- 
ond largest city in the U. S., but 
he has enough to do at present 
trying to pull the Cubs and the 
Sox out of the basement. 
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Clarence Saunders, who orig- | 
inated the Piggly-Wiggly grocery | 
store, has started a new kind of | 
self-service establishment called | 
it sounds like a| 


Keedoozle, and 


lot of fun. 

- FF F 
“Florida magazine publisher 
seeks office manager who can 


handle advertising records and 
billing and do simple bookkeep- 
ing, write letters, meet people, 
run Mimeograph and Addresso- 
graph, read proof, lay out ads, 
perhaps sell office supplies and 
printing.” 

' Fine, but what will he do with 
his spare time? 
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Red Goose shoes for boys and 
girls will feature in its advertis- 
ing the statistic that the average 
child takes 30,000 steps a day, 
though Mom says the figure seems 
a bit on the conservative side. 
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Packard showed its faith in its 
slogan by running an ad without 
a signature. The reader was 
merely invited to ask the man 
who owns one. 
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“Men are 16 times more impor- 
tant than women,” asserts True, 
which is talking not about bi- 
ology but relatively unimportant 
things like selling automobiles. 
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new 20th Century 
Limited, first of New York Central's 
fleet of Dreamliners,” is being featured 
during September and October in Chi- 
cago and New York newspapers and 
seven national magazines. The agency 
is Foote, Cone & Belding, New York. 


Spector Returns 
fo Agency Field 
After Year Away 


New YorK—Raymond Spector, 
who pulled out of the agency 


business last year after operating | 
his own shop since 1936, last week | 
reestablished the Raymond Spec- | 


tor Co. at 445 
Park Ave. He 
told AA a list 
of personnel 
and _ accounts 
would be an- 
nounced about 
Oct. 15. 

During the 11 
years he oper- 
ated his own 
agency, Spector 
handled Seru- 
tan, 
True Story, 
Look, “Lone Ranger,” Fiction 
Book Club, Sweets Co. of Amer- 
ica and Staze, Inc. He was a 
principal in Staze—a company 
which made a preparation to hold 
|false teeth securely—and has been 
|operating the company during his 
|year’s vacation from the agency 
carousel. 


Raymond Spector 


Fall Worry: Not 


Enough Ratings 
for All Stars 


‘Amos 'n' Andy’ Go 
to CBS; Giveaways 
Press Comedians 


New YorK—This fall promises 
to see some healthy competition 
for the top berths on Mr. Hooper's 
and Mr. Nielsen’s rating cards, 
with Helen Hayes lined up against 
Walter Winchell, Amos ’n’ Andy 
against Phil Harris and Alice 
Faye, and Fred Allen and Charlie 
McCarthy against $20,000. 

In recent years, NBC’s Sunday 


night comedy lineup has breezed | 


through the opposition. This year, 
however, should find the dialers 
in a dilemma as to how to budget 
their weekend listening time. 
Listeners must choose between 
two old NBC favorites, Fred 
Allen, the Ford Dealers’ entry, 
and Charlie McCarthy, Standard 
Brands representative, and a new 
fad, ABC’s “Stop the Music” (Old 
Gold, Smith Bros., Speidel, Ever- 
sharp). The spectacularly suc- 
cessful giveaway pushed the 
baggy-eyed comedian down to 


|38th place on the Hooper report 


during his last broadcast this 


|spring. McCarthy and his friend, 


Edgar Bergen, were luckier; they 
went on vacation before Louis 
Cowan’s “Music” reached a cres- 
cendo. 
‘Amos 'n’ Andy’ on CBS 
Starting Oct. 3, two regulars 


among the top fifteen, Amos ’n’ 
Andy, still selling Rinso but now 


,on CBS, and Phil Harris and Alice 


Nutrex, | 


Mr. Spector was with Biow Co. | 


\in 1930-31, and says he brought 
jthe Philip Morris & Co. account 
\into the shop. Among his other 
firsts: He put Walter Winchell on 
radio for the first time, took the 
risk of slotting Drew Pearson op- 
posite Jack Benny 
when this 

(Continued on Page 67) 


Creative Man 


gets support from 
readers. See ‘Voice,’ 
Page 58. Other features: 


' |of three new magazines 
(at a time! Radio, goes on the stands in November, dated December. 


was considered to be) 


Ad-libbing 12 
Advertising Market Place 52 | 
Business Paper Figures 34 
| Coming Conventions 60 
| Creative Man's Corner 64 
Department Store Sales 56 
Editorials 12 
Getting Personal . 48 
Information for Advertisers 12 
In Washington 39 
| Obituaries 69 
Photographic Review 43 
| Private Lines ; . 51 
| Teleradio Man's Corner 63 
You Ought to Know. . 32. 
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Faye, under auspices of Rexall on 
NBC, will vie for the 7:30 p.m. 
EST airwaves audience. 

Columbia has _ acquired all 
rights to the Amos ’n’ Andy show 
in perpetuity, for an estimated 
$2,000,000 (AA, Sept. 6). This 
agreement calls for the transfer 
of the blackface team to CBS this 

(Continued on Page 70) 


mV VUTEC 
be Laxe fypewriter 
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DEBUT—This four-color page in Col- 
lier's and The Saturday Evening Post 
introduces the new electric De Luxe 
typewriter, made by Remington Rand, 
Inc., New York. General monthlies, New 
York newspapers and business papers 
also are being used. Leeford Advertis- 
ing Agency, New York, handles the De 
Luxe account. 


Display Booms 


Sales, PoPAl's 
New Study Shows 


Rivals’ Sales Dip in 
Rochester-Syracuse 
Drug-Hardware Test 


New York — Last week a 


pre- 


liminary report of the results of | 


the Point of Purchase Advertis- 
ing Institute’s tests in Syracuse 
and Rochester was available, with 


the complete text due for dis- 
tribution about Oct. 1. 
Its most spectacular’ section 


showed that displays had driven 
sales of Colgate-Palmolive-Peet’s 
Lustre Creme shampoo up 98%, 
and boosted Yale & Towne hard- 
ware sales 113%. 

The tests were conducted last 
spring in 160 drug and hardware 
retail outlets in the two cities 
(AA, May 17). Tested were Lus- 
tre Creme, Wildroot Cream-Oil, 

(Continued on Page 65) 


Last Minute News Flashes 


Dell Readying ‘Sports Illustrated’ 


New YorkK — Dell Publishing Co. will launch its second new slick, 


Sports Illustrated, a monthly, in January. 


The magazine will carry 


advertising, will be slugged as the February issue, and is the second 


for 


technically part of Dell’s Modern 


Dell. 


Modern Television & 
It is not 
Group, but will carry a discount 


Phe first, 


rate when used in combination with Modern Group magazines. 


New Swift Peanut Butter Drive Breaks 
Cuicaco—Featuring a new-type plastic cap which comes in four 

colors and can be used as a coaster for glasses, Swift & Co. last week 

broke its radio and magazine drive for the new Swift peanut butter. 


Ads include a full-color page 


announcement 


in Life. J. Walter 


Thompson Co. has the peanut butter account. 


Armour Soap Shifts Sales Executives 


Cuicaco — D. E. Shea, formerly sales promotion manager for the 
Armour Soap Works, has been named sales manager of the household 
soap division of the company, embracing Chiffon and the newly-in- 


troduced Perk soap. 
been made sales manager of the 
the new Dial deodorant soap. 


B. B. Freitag, who formerly held the post, has 


toiletries division, which includes 


Wonder Bread Drive Opens in 72 Papers 


New YorK—Continental Baking Co. is launching a fall campaign 
this week for Wonder Bread with weekly insertions of 1,000 and 
600-line ads in 72 newspapers throughout the country. The agency 


is Ted Bates, Inc., New York. 


(Additional News Flashes on Page 71) 


Big Agencies Bat 
Well as ‘Forbes’ 
Asks Ad Defense 


Small Agencies Fail 
to Reply; Duffy 
Delivers Lecture 


New YorK—The Sept. 13 issue 
of Forbes will report the answers 
of advertising agencies to a letter 
asking whether advertising was 
not just a parasite, questioning the 
size of appropriations, and won- 
dering if advertising wasn’t a 
lusty blower into the inflation bal- 
loon. 

Using a familiar device for 
Forbes, a reporter addressed a let- 
ter to the presidents of seven large 
advertising agencies, eight small 
ones and 17 large corporations. It 
was sent on plain stationery, and 
the reporter assumed the guise of 
an uninformed citizen who was 
pinched by inflation and wondered 
what advertising did for him. The 
object: to see how many of them 
cared enough for the opinions of 
an ordinary consumer to send a 
thoughtful reply. 

After eight weeks, 11 corpora- 
tions had replied, six big agen- 
cies, none of the small ones. 


Several Letters Very Brief 


“You would think, offhand,” 
wrote the puzzled reporter, “that 
asking an advertising executive 
to justify the advertising business 
would have the same effect as ask- 
ing an American Legionnaire to 
describe the Battle of Belleau 
Wood, but such was not the re- 
sult. As noted above, none of the 
little agencies replied, and four of 
the six letters received from the 
big ones were less than a page in 
length. Affluent Erwin, Wasey & 
Co. ignored the query completely.” 

One president who took time 
was Ben Duffy, president of Bat- 
ten, Barton, Durstine & Osborn, 
who took four pages to answer the 
questions, point by point. He en- 
closed sample tables and specific 
examples, and said in part: “Ad- 
vertising creates wants. Creating 
a want places advertising in a po- 
sition where it can be accused of 
making people live beyond their 
means, but advertising is 
wrongly accused because it tends 
to create a standard of living far 
beyond that which any other na- 
tion enjoys. Many items that con- 
stitute the American standard of 
living are items which people once 
did not ‘need’... Effective adver- 
tising tends to lower the price of 
goods and services to the consum- 
er because the cost of production, 
selling, marketing and distribution 
can be reduced when goods are 
produced and sold in large quan- 
tities.” 


Batten, Zeisel Answered 


H. A. Batten, president of N. W. 
Ayer & Son, in a “curt, page- 
length letter,” noted that “if econ- 
omies can be effected through 
mass production and if advertising 
does encourage more people to 
buy the items produced through 
mass production, then it would 
follow that advertising has some 
part in keeping down the unit cost 
of many items we consume daily.” 

Hans Zeisel, associate director 
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of research, answered for H. K. 
McCann, McCann-Erickson. In 
two pages he made four points: 
(1) advertising is one of many ex- 
penses incurred by a manufactur- 
er in producing and selling his 
product; (2) it catches more abuse 
than the other expenses because it 
attracts attention; (3) it benefits 
the consumer because it benefits 
the producer; and (4) it provides 
the consumer with radio enter- 
tainment and magazines at one- 
third their cost. 

J. Walter Thompson Co.’s re- 
search department enclosed a 
pamphlet discussing distribution 
costs, which answered some of the 
queries, along with the notation 
that President Stanley Resor was 


Consultant 
TECHNICAL WRITING 


Catalogs, Publicity 

Training Manuals 
30 W. Washington Street |.“ 
Central 3910 Chicago 2, Ill. 


CLYDE J. HIBLER g 


out of town. Frederic R. Gamble, 
for the American Association of 
Advertising Agencies and Kenyon 
|& Eckhardt, wrote, “The answer 
to your question is really very 
simple,” enclosed a pamphlet, said 
advertising is the cheapest form 
_of sales development but—accord- 
ing to Forbes—“failed to explain 
why advertising is of any benefit 
to the consumer.” 


Small Agencies Listed 

| What Gamble found simple, 
Charles Whittier, vice-president of 
| Young & Rubicam, found difficult. 
|“I doubt if I could cover it to my 
own satisfaction under about 20 
| typewritten pages,” he said, and 
| therefore did not cover it at all. 
| He did ask the writer to come in 
| for a chat. 

| The eight smaller agencies 
| which did not reply were Louis 
|Robert Korn & Co., Boston; 
| Charles A. Kullman Advertising 
| Agency, Philadelphia; Gerald Les- 
bre Inc., Alfred Lilly Co., Leach, 
Lindstrom & Co., William Douglas 


'McAdams, all New York; Lewis that it would be put up for sale. | 


Advertising Agency, Worcester, 
and Loeb & Pairo Advertising 
Agency, Atlanta. 

Forbes is unable to surmise why 
| big companies answered or little 
ones did not: “Do the presidents 
of large companies have more 
_time or do they take more time 
to answer casual letters? In this 
| case, the little fellows were appar- 
ently much too busy with more 
|important things, and one must 
| deduce that adequate handling of 
| the finer details of public relations 
is an ability attained only by those 
| who have joined the ranks of the 
| highly successful.” 


WVAW Discontinued 


WVAW, Cincinnati FM station, 
has suspended operations. Diffi- 
|culty in obtaining sponsors is be- 
|\lieved to have been the major 
factor in the decision. George 
| Waslo, president of the Suburban 
| Broadcasting Co., operator of the 
station, said the company had not 
|yet decided on plans for disposal 
of the station, but it was reported 
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it reminds him not to overlook how The 
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That's ove way to make sure you string along with 


a winner! Another is to bear 
in mind— 


1. The Des Moines Sunday Register reaches more 
than 50% of all families in 81 of the 99 lowa 


counties. 


its 500,000 circulation. 


—and it’s yours for a mil 


. It has at least 27% coverage in all the others, 
. Only nine cities have newspapers that match 


. It reaches 70% of all the buyers in Iowa. 
. You get a whole state in a single package when 
you choose The Des Moines Sunday Register 


these simple facts 


line rate of $1.70! RANKING 


Des Moines Sunday Register covers lowa 


THE DES MOINES 
REGISTER anv TRIBUNE 


PACKAGES A STATEWIDE URBAN MARKET 


AMONG AMERICA'S TOP 20 CITIES 


ABC Circulation March 31, 1948: Daily 368,703—Sunday 500,437 


Basic Member American Newspaper Advertising Network 
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APRA Plans Big 
Membership, Job 


Aid Campaign 


WASHINGTON — The American 
Public Relations Association 
undergoing an intensive reorgani- 
zation, preparatory to an inten- 


sive effort this fall to build its 
membership on a_e nationwide 
basis. 


Under the determined leader- 

ship of Leonard W. Trester, di- 
rector of public policy for Gen- 
eral Outdoor Advertising Corp., 
APRA’s executive board is put- 
ting the finishing touches on a 
/plan calling for a full-time pro- 
\fessional staff at Washington 
headquarters to administer a com- 
prehensive new service program 
|for the membership. 
Worked out since Mr. Trester’s 
‘election this spring, the plan 
designed to make APRA the rec- 
ognized leader among the asso- 
|ciations for public relations per- 
sonnel. 

Basis of the entire program is 
\service for the member, with 
|'APRA serving as a center for the 
dissemination of the latest public 
| relations techniques, case histories, 
and professional news. With the 
retention of a professional staff, 
the association would establish a 
'regular monthly publication, and 
_ would maintain a file of public 
|relations practitioners in search 
of advancements. 


To Stress Company Members 


| A major aspect of the plan calls 
ifor assistance to members with 
| public relations problems. Through 
its office, APRA would be pre- 


/several committees of experts 
|which are to be established to 


serve as “panels” on public re- | 


|lations problems. 

Another 
ithe plan calls for frequent re- 
‘gional shirt-sleeve meetings 
| place of the elaborate annual na- 
|tional convention. With the adop- 
| tion of the new program, efforts 
| will be made to build the “forges” 
jalready established in _ several 
| major cities, and to establish new 
| “forges.” 

One of the chief areas of mem- 
bership expansion will probably 
be the company member. APRA 
hopes to sign up a large number 
|of firms with active public rela- 
‘tions programs, and to make its 


new services freely available to | 


all interested executives of these 
| companies. 


Jade-ite Offered 


Valier & Spies Milling Co., St. 
Louis, last week broke a news- 
paper drive in southern Illinois 
and Indiana newspapers offering 
Jade-ite dinnerware as a premium 
for purchases of Valier & Spies’ 
| Enterprise flour. Ads urge house- 
| wives to build up a complete set 
of Jade-ite, an Anchor-Hocking 
product, by getting a plate, cup 
or saucer with a 25-pound sack 
of flour. 


Opens Order Office 


Spiegel, Inc., Chicago, this week 
is offering a free orchid corsage 
to each customer spending $10 or 
more in its new Kankakee, IIL, 
catalog order office, which opens 
today, Sept. 13. Spiegel recently 
opened a similar office in Spring- 
field, Ill., and will soon open 
others in Danville and Rockford, 
Ill., Middletown, O., and Mason 
City, Ia. 


Y&R Appoints Byles 


W. D. Byles, formerly radio di- 
|rector of Spitzer & Mills, Toronto, 


-has been appointed supervisor of | 
| radio of Young & Rubicam, To- | 
| 


ronto. 


is | 


is | 


pared to refer problems to affil- | 
i iated experts, or to one of the 


important feature of | 


in | 
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INTERNATIONAL HARVESTER Aecezes 


GOES OUTDOOR—International Har- 
| vester Co., Chicago, will use this four- 
color page to introduce the company's 
| new heavy-duty home freezer in the 
October and November issues of Field 
| & Stream, Outdoor Life and Sports 
Afield (AA, Sept. 6). Aubrey, Moore 
| & Wallace, Chicago, is the agency. 


‘Squirt Bottlers 
Explain Why Soft 
Drink Prices Rise 


Los ANGELES—“We want you to 
|}make a good living,” Squirt Co. 
| has told its bottlers as it sent them 
a series of six ads to use in an- 
nouncing a rise in soft drink 
| prices. 

“We want your employes to live 
| better—on the other side of the 
| tracks,” the company continued. 
“At today’s value, a dime is only 
worth a nickel .. . and a nickel 
| only 2% cents. Yet costs of labor, 
‘equipment, delivery and glass are 
up nearly twice.” 
| The series of ads to be used by 
the company’s bottlers, who set 
their prices independently, feature 
| such copy as “The time has come, 
| the Walrus said, to talk of many 
things—of costs and drinks, and 
living well, and values and other 
things.” 
| Harrington, Whitney & Hurst 
| has the account. 


| 
| 


Coleman Moves Office 
Ralph P. Coleman, formerly 
|manager of the Robert Smith 
Agency, Portland, Ore., and for 
two years head of Coleman Ad- 
vertising Agency, Eugene, has 
moved his agency to the Concord 
| building, Portland. 


| 


WHY SOME 
ADVERTISING 
FAILS 


1. Starting Too Fast 


Like the miler who gets away 
too fast, many an advertising 
budget is spent long before it 
reaches the finish. Plunging 
into advertising with the reck- 
less hope that results will 
bring the wherewithal for con- 
tinuation is gambling, not ad- 
vertising. The best advertis- 
ing programs, like the best 
men, build reputations and 
material success by keeping 
everlastingly at it. 


1T DOESN’T PAY 
TO ADVERTISE... 
unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc.e ADVERTISING 


GRAYBAR BUILDING 


N. Y. 17, N.Y. 
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HOW INSTITUTIONS 
ARE BUILDING 
TO KEEP PACE 

WITH AMERICA... 


INSTITUTIONS throughout the country are forging ahead with 
plans and action to improve, expand and keep pace with the 
increasing demands of a fast moving America. To quote just 
one institutional executive: "Because of the great need for 
added facilities here . . . | personally am very anxious to per- 
suade officials to consider action in the near future.” 


An architect says: "We are preparing preliminary drawings for 
various County and Community Hospitals and we believe the 
ideas expressed in your booklet would help to dispel some of 
the fear of excessive costs at this time.” 


Another institutional executive has stated: "We plan to build 
and to remodel, both." 


INSTITUTIONS Magazine is the spearhead of this forward movement of institutions 
everywhere to keep pace with America. Each month INSTITUTIONS Magazine pre- 
sents, suggests and molds the thinking and stimulates the action of those responsible 
for institutional planning and expansion. Some of this is summarized in the booklet 
shown at the right and described below. 


THIS LEADERSHIP IS IMPORTANT TO YOU AS AN ADVERTISER . . . Assembled 
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ating supplies. INSTITUTIONS Magazine is the only monthly publication and INSTITUTIONS CATALOG 
DIRECTORY is the only annual publication which reach the key buying and specifying factors in mass feeding 
and mass housing. For further information consult your Advertising Agency or write INSTITUTIONS Magazine, 
1801 Prairie Avenue, Chicago 16, Illinois. 


which make up the institutional field. 


Ktadership in ACTION... 


under the readership of INSTITUTIONS Magazine are the leaders among this nation's 
institutions. They constitute the audience for advertising messages placed in 
INSTITUTIONS Magazine. These leaders look to INSTITUTIONS Magazine for in- 
formation which will assist them to maintain their leadership. They are the leaders 
who are in a position to take advantage of advancements offered them by manu- 
facturers with products for the institutional field. 


: - eae same, | THE MARKET for new construction, remodelling, refurnishing, re-equipping and redecorating among institutions 
HOW INSTITUTIONS AVOID OLD ACE totals over |! billion dollars, This is in addition to amounts regularly expended for food, maintenance and oper- 


A Chacege Revteurent ond on Athemy Manet Rageremere See pepe 02 9) 


Sere ne ——— ~Csé These Aree Institutions: 
3 : * Hotels * Industrial Cafeterias * Office Buildings 
 ® -Restaurants * Schools * Clubs 
| * Hospitals * Colleges * Jobbers, Dealers 
i ae * Railroad Systems * YMCAs, YWCAs * Other Public and 
= - | | © Air Lines * Government Agencies Private Institutions 
: ss || Each month INSTITUTIONS Magazine reaches the buying and specifying factors in the foregoing institutions 
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‘ WRITE FOR FREE BOOKLET .. . Shown above is booklet, 52 pages in size, crammed full of ideas and now 
being used by leading institutions throughout the country in this expansion, remodelling and rebuilding 


if 7 program. Generously included is information on the Institutional Market and how to reach this field . . . 
a reading must for manufacturers with products applicable to the institutional field and for the media 
iz files of their advertising agencies. Write for your free copy. 


The publishers of INSTITU- 
TIONS Magazine and INSTI- 
TUTIONS CATALOG DIREC- 
TORY have received a first 


award for Editorial Excellence 


momen INSTITUTIONS MA GAZINE ano INSTITUTIONS CATALOG DIRECTORY 


the nation's leading business 1801 PRAIRIE | Pgs 5 SE aia 


papers competed for this honor. 
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_Meisel Retires 


R. M. Meisel has retired as di- 
rector of advertising and public 
relations of the Industrial Na- 
tional Bank of Detroit. Stockwell 
& Marcuse, Detroit, has been 


named to handle the bank’s ad-| 


vertising. 


Appoints Levy 

Irving Levy, formerly idea and 
merchandising man for Ruthrauff 
& Ryan and Grant Advertising, 
New York, has been named di- 
rector of sales promotion of Wiley, | 
Frazee & Davenport, New York. 


Got A Drug Product? 
Many drug firms are 
erying the blues. But 
my client’s sales are 
over 10% ahead. Want 
nore business ... NOW? 


Write: 


Box 7113, Advertising Age 
330 W. 42nd St., N. Y. 18, N. Y. 


Second Canadian 
Network Program 
Bought by Toni 


Toronto—As part of its mid- 
season expansion of Canadian ad- 
vertising, Toni Co. division of Gil- 
lette Safety Razor Co. has signed 
the top-rated Wayne & Shuster 
half-hour weekly comedy show, to 
be aired over almost 30 stations 
lof the full Trans-Canada net- 
work. 
| The show, which made its debut 
under the Toni banner last Thurs- 
day, previously had been spon- 
sored for two years by RCA. Toni, 
which entered the Canadian mar- 
ket with its home permanent a 
year ago in August, thus has two 
Canadian network shows, 
other being Russ Titus in “Sing 
Along,” also over Trans-Canada’s 


the | 
| home 


full web on Tuesday and Thurs- 
day at 4 p.m. EST. 

In addition to the two Canadian 
audience participation shows, both 
originating in Toronto, the com- 


pany will continue to sponsor 
local shows with a similar format 
in five major markets. One of 


|\them, “Dites Mois,” is a French 
language broadcast in Montreal, 
daytime. 


Uses More Newspapers 

Toni also has boosted its Cana- 
dian newspaper budget. Until the 
end of the year, it will run 1,000- 
line ads in daily and weekend 
papers in 40 markets on a weekly 
schedule. 

By last January, Harold Bloom- 
quist, Toni advertising manager, 
told AA, the company had cap- 
tured the sales lead, and is now 
doing about 90% of the Canadian 
permanent business. He 
estimates, on the basis of cross- 


section buying habit surveys, that ! 
one out of three women in Canada 
now uses home permanents. 

The company does not plan to 
step up its U. S. promotion, but 
will definitely continue its four 
network shows: “This Is Nora 
Drake,” over NBC, 11 a.m., and 
CBS, 2:30 p.m., EST, both five 
times weekly; “Crime Photog- 
rapher,” on CBS, 9:30 p.m., EST, 
Thursdays; “Give and Take,” 
CBS, Saturdays, 1 p.m., EST, and 
a quarter hour of “Ladies Be 
Seated,” ABC, 3:15-3:30. 


Form Research Firm 


David H. Thomas, S. S. Sager, 
and Thomas S: Buckley have 
formed Buckley-Thomas & Sager, 
distribution and marketing con- 
sultant, with offices at 20 E. Jack- 
son Blvd., Chicago, and 512 Fifth 
Ave., New York. The organization 
is an affiliate of Gilbert Youth 
Research Organization. 


Abig gu y, hike me 


CJuires 


Cultivate the appetites of Quad-Cities’ 65 thou- 
sand families for your product, then watch 


= 


in quantity. For the 
volume market . 


Quad-Cities, it pays 


live on the Illinois 


aoe) MOLINE Dalty DISP 


rr ==. 


your brand move off the store shelves 


Quad-Cities is a 


one that skyrockets 
sales curve upward at a sharp angle. Hun- 
dreds of national advertisers have found 

the Quad-City market to be responsive 


and profitable. 


In beaming your sales message to the 


to remember that 


nearly 60% of Quad-Cities’ population 


side, where the 


Argus-Dispatch newspapers are read 8 to 1 
over any other daily paper. 


H MOLINE DISPATCH and 


ROCK ISLAND ARGUS. 


Advertising Age, September 13, 
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Dr. Lyndon Brown 


fo Direct D-F-§ 
Market Activities 


Cuicaco—Lyndon O. Brown, 46- 
year-old market research expert 
and college ex-president, will join 
Dancer - Fitzgerald - Sample Sept. 
15 as vice-president in charge of 
media, research and marketing 
for all of the agency’s offices. 

The D-F-S executive post is a 
new one, an over-all job  pre- 
viously filled in part by personne! 
in the agency’s 
major offices. Dr. 
Brown will be in 
active charge of 
these _ depart- 

|'ments in the 

New York, Chi- 
cago, Toronto 
and Hollywood 
offices. 

Dr. Brown, 
who combined 
academic living 
with active work 
in the agency field for many years, 
resigned as president of Knox 
College, Galesburg, IIL, last June 
and has been vacationing at his 
summer home in Minnesota. He 
probably will start his new as- 
signment in D-F-S’s New York 
office, dividing his time between 
this and the other cities. 


Started with Detroit 


The new agency executive be- 
gan his unusual teacher-marketer 
'career in 1928 when, retaining his 
post as professor of marketing at 
ithe University of Detroit, he be- 
|came director of research for C. C. 
Winningham, Inc., (AA, June 3, 
46). 

He served with Northwestern 
University from 1930 through 1944 
jas a professor of marketing and 
jadvertising, took time to attain 
_his master’s and doctor’s degrees, 
authored the textbook best seller, 
|“Market Research and Analysis,” 
|and held important media and re- 
search positions with three agen- 
cies — Cramer - Krasselt Co., Mil- 
| waukee, and Stack-Goble Co. and 
|Lord & Thomas, Chicago. In the 
|fast- moving agency field, he 
|wound up as vice-president and 
| director of media and research for 
| L&T and its successor, Foote, Cone 
& Belding. 

In 1943, Dr. Brown joined with 
Paul W. Stewart as a partner in 
Stewart, Brown & Associates, New 
York market research firm, re- 
| maining until his retirement Dec. 
31, 1946, to become the new presi- 
‘dent of Knox College. Arthur B. 
| Dougall, co-founder of the Stewart 
| company in 1940, succeeded Dr 
|Brown in the partnership and the 
name was changed to Stewart. 
Dougall & Associates. 
| Besides his agency and aca- 
|demic work, Dr. Brown has been 
|active in the American Marketing 
Association, American Economic 
Association and the Market Re- 
search Council. 


| Wrigley Names Walsh 


Wm. Wrigley Jr. Co., Toronto, 
/has named the Toronto and Mont- 
real offices of the Walsh Adver- 
tising Co. to handle its radio ad- 
vertising. A coast-to-coast net- 
| work show in English is now in 
production and a specially planned 
French show will be aired over 
Quebec stations. Both shows will 
begin late in September. 


Bullas Names Dickson 
Donald Dickson, formerly with 

Harry E. Foster Agencies and Don 

| Basset Productions, Toronto, has 


Lyndon Brown 


| been named advertising manager | 


of Bullas Bros. Ltd., Kitchener, 


| Ont. 


| Club and the U-Neek Mfg. Co., 
| Bullas subsidiaries. 


He also will place advertis- | 
| ing for the Rosslynn Grove Night | 
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NIELSEN RADIO INDEX 


SERVICE 


... made possible by the development of the new Mailable-Tape 


Audimeter’, expansion of radio home representation to practically 


100% of the United States, and new NRI sales policies affording 


agencies and advertisers wide choice of service, equitably priced. 


NATIONAL NRI Offers These Advantages: 


NATIONAL COVERAGE 


representing areas containing 97° of total 
U. S. Radio homes. 


PROJECTABLE RATINGS 


based on thoroughly representative data con- 
tinuously and unquestionably projectable to 
all radio families. 


LARGER SAMPLE 


advantageous for purposes of market break- 
downs. 


FASTER DELIVERY 


for Ratings as well as Complete Network 
Reports. 


RATINGS 4 WEEKS EACH MONTH 


Present twice-a-month Ratings Reports sup- 
plemented by extra-week ratings. 


COMPLETE NETWORK REPORTS 


including Program Ratings . . . Homes Per 
Dollar . . . Total Audience . . . Average 
Audience including market breakdowns .. . 
Audience Share with breakdowns by market 
divisions . . . Commercial Audience Anal- 
ysis... Analysis of “Commercial Pressure” 
{in behalf of your own products; your com- 
petitors’) . . . Minute-by-Minute Audience 
... Homes Reached Cumulatively .. . Turn- 
over ... Duplication and Frequency of Lis- 
tening .. . Audience Flow .. . etc., ete. 


RATINGS-ONLY 


to provide a minimum service where obvi- 
ously only such service is needed. 


*Trademark of A. C. Nielsen Company 


A. C. NIELSEN COMPANY 


2101 HOWARD STREET, CHICAGO 45, HOllycourt 5-4400 e 


AM, FM AND TELEVISION 


simultaneously measured in the same home. 


USE OF UP TO 4 RECEIVERS 
simultaneously measured on a single tape in 
the same home. 


SINGLE RESEARCH TECHNIQUE 


obviously superior to any combination of two 
or more basically dissimilar measurements, 


11. TELEVISION REPORTS 


N. Y. Area—initially. 


Full Information Available 


We want you to have complete informa- 
tion about the advantages of the new 
NATIONAL NRI, the service which the 
industry has expected us to provide and 
which A. C. Nielsen Company offers as 
the result of unremitting effort to pro- 
duce the “ideal” in broadeast audience 
measurement, 


Inquiries Invited 


Presentations of the new NATIONAL 
NRI Service are now being made to exec- 
utives of advertising agencies with radio 
(and television) billings and to com- 
panies sponsoring national network, non- 
network programs and spot broadcasts. 
We shall appreciate the opportunity of 
presenting this new service to your or- 
ganization. An expression from you, of 
your interest in such a meeting. will be 
welcome. 


12. 


13. 


14. 


16. 


17. 


18. 


19. 


20. 


21. 


500 FIFTH AVENUE, NEW YORK 18, PEnnsylvania 6-2850 


NEW SERVICE TO AGENCIES 


Service on maximum basis offers broad, un- 
restricted use in agency operation, 


NEW SERVICE TO ADVERTISERS 


keyed to their needs. 


COMPLETE FREEDOM 


of selection as to types of data to meet your 
requirements, 


STATION AREA DATA 
available to agency and advertiser subscrib- 


PACIFIC NETWORK RATINGS 


available to agencies and advertisers. 


NON-NETWORK PROGRAMS 


measured on a Ratings or Complete basis. 


SPOT ANNOUNCEMENTS 


measured on a Ratings or Complete basis. 


SPECIAL NRI RESEARCH 

Surveys especially tailored to Client’s needs, 
conducted in one of several supplemental 
panels, 


NIELSEN CONSUMER INDEX 


based on NRI-home food, drug and other 
household inventories and available to ad- 
vertisers. 


REASONABLE PRICES 


commensurate with values repeatedly dem- 
onstrated even before National NRL. 
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75,000 Car Cards 
Aid Forest Fire 
Prevention Drive 


New York—The transportation 
advertising industry, in coopera- 
tion with the Advertising Coun- 
cil’s forest fire prevention cam- 
paign, is contributing space for 
more than 75,000 car cards this 


Advertising PENCILS 
oe 


re 


Gas 


Novel mechanical pencils shaped like base- | 
ball bats and spike. Made from select hard | 
wood. Guaranteed mechanism that propels, | 
repels and expels. Write for samples and | 


quotation. 
FREE ee Catalog of Premiums and | 
Adv. Specialties free on request. 


HAUSMAN MFG.& SALES CO. 


1243 N. Harding Ave., Chicago 51, Illinois 


fall. 
During September and October, 
“Smokey, the fire  preventin’ 


bear,” will be featured on posters 
in buses, subways, trains and 
street cars, urging that “when 
leaves begin to fall—be careful!” 

The car card industry also con- 
tributed space to the fire preven- 
tion campaign during July when 
78,566 cards were placed on dis- 
play. The campaign is carried on 
in cooperation with the United 
States Forest Service and the As- 
sociation of State Foresters. Foote, 
Cone & Belding, Los Angeles, is 


the volunteer agency and Henry | 


Wehde, Jr. is the council’s staff 
executive on the campaign. 


FWD to Specialize 

FWD sales division, Clintonville, 
Wis., distributor of FWD truck 
and materials handling equip- 
ment, has reorganized its sales or- 
ganization to reach _ specialized 
markets, including fire depart- 
ments, utility companies, over- 
the-road haulers, and the contract 
and oil field markets. 


CAUTIOUS SMOKEY—"Smokey, the fire preventin' bear,” will be seen on 

75,000 car cards in the next two months as part of the Advertising Council's 

forest fire prevention campaign. Foote, Cone & Belding, Los Angeles, is the 
volunteer agency. 


| ‘Bedding’ Boosts Rates 


Jeanne Florian has been ap- Bedding, published by the Na- 
pointed advertising director of}|tional Association of Bedding 
National Retailer-Owned Grocers,| Manufacturers, Chicago, will in- 
Inc., Chicago, succeeding Paul! crease its advertising rates, effec- 
Little. Peter Prato has been! tive with the October, 1948, issue. 
named editor of Co-Operative | The new black-and-white rates 


Merchandiser, published by Na-' will range from $26 for a one- 
tional Retailer-Owned Grocers. eighth page to $95 a page. 


Appoints Florian 


In lining up your 1949 Automotive Export Advertising Schedule, here's a Report you will want to have before you. 


-A PROGRESS. 
REPORT 


to the American 


Heres a Report that every alert automotive export 
executive” will be asking for and reading. 

This Report gives suggestions for better advertising copy 
directed to the automotive trade abroad. It points out that a 


considerably larger proportion of 


abroad are trucks, buses and hire cars, and that a new and 
growing field abroad is that of tractors. It explains when 


and where to use metric. References 


tion problems, cable and export offices, different types 


of copy. 


Then the Report explains the penetrating, paid national’ 
circulation of these magazines; tells about new editonal 
plans, refers to the increasingly significant development 
overseas in the growth of truck, bus and trailer fleets; points out thal more 
automobiles are in use outside of the U.S than ever before and that 1947 


the motor vehicles 


are made to transla- 


automotive exports were at huge peak 


And, finally, the Report gives and explains the automotive export mer 
chandising outlook. A copy of this Progress Report to the American Auto- 


motive Industry will be sent to you 


free, on request 


ee 


* Automotive Agency men too, will do well by their clients to read this Report 


%, 


—— 
7 


] Automovil 
Americano 


MAGAZINES 


The American 
«: Automobile 


McGRAW-HILL INTERNATIONAL 


_ WORLD-WIDE HEADQUARTERS FOR AUTOMOTIVE AND BUSINESS INFORMATION 


330 West 42nd Street, New York 18, N. Y. 


Overseas Branch Offices: in Buenos Aires, Mexico City, Rio de Janeiro, London 
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Fred Zeder Jr., 
Stanley Talbott 
Form Agency 


Detroir—Fred M. Zeder Jr. 
and Stanley Talbott have opened 
| the Detroit office of Zeder-Talbott, 
|Ine., advertising agency with of- 
fices at 1762 Penobscott building. 

The new agency is the result of 
reorganization of Zeder-Vaughn- 
Farnum, Inc., an agency which 
Mr. Zeder headed for three years 
‘in the Taft building, Hollywood. 

Mr. Zeder, the son of Fred M. 
Zeder Sr., chairman of the board 
of Chrysler Corp., entered the ad- 
| vertising field after his discharge 
|from military service as a test 
pilot. 

Mr. Zeder told AA he will op- 
erate from both the California 
and Detroit offices, traveling be- 
tween them in his own plane. 

Mr. Talbott becomes a member 
of the agency and vice-president 
in charge of the office here. He 
|previously headed N. W. Ayer & 
|Son’s West Coast business devel- 
/opment department. He also has 
| been advertising manager of 
Pabst Sales Co. and merchandis- 
ing manager of Dr. Pepper Co. 
| Maurie Vaughn will remain 
|with Zeder-Talbott as head of the 
Hollywood office, and Dusty 
Farnum has been named vice- 
president and art director. 

The new agency opens with ac- 
counts formerly handled by 
'Zeder-Vaughn-Farnum, including 
Norge Heat division of Borg- 
Warner Corp.; Norge West Coast 
dealers; Prepared Products, Inc., 
and its Dixie Fry division; Kasco 
Mfg. Co.; Acme Saw Co.; J. W. 
McAllister Co.; Training Aijds, 
Inc.; Greer-Robbins Co.; Tyler 
Mfg. Co.; Deizel Pump & Electric 
Co., and Wall Colmonoy Corp. 


“Favorite Story’ 
Offers Listeners 
‘Trip to Hollywood 


| CINCcINNATI— Radio _ listeners 
| with a yen to visit Hollywood may 
'achieve their wish by writing a 
treatise on their “Favorite Story.” 
This promotion is being con- 
ducted for the Ronald Colman 
transcribed program by its pro- 
| ducer, the Frederic W. Ziv Co. 
| Contestants, who mail their en- 
| tries directly to Mr. Colman, may 
write about any  story—either 
|from a book or a movie—they 
wish. 
| The winner for the national 
| contest, which closes Dec. 4, may 
| take his choice of a two-week trip 
to Hollywood for two or $1,000 in 
| cash. Preliminary contests will be 
| staged by the 293 local sponsors of 
| the program. Ziv estimates that 
/ $15,000 in cash and merchandise 
| will be given away to local win- 
ners. Some $35,000 is expected to 
/be spent in promoting and mer- 
chandising the contest. 
| Ziv will award $500 in cash to 
the station which affords the local 
sponsor the best promotional 
backing for the contest. 


FCC Sets Sept. 24 
| for Giveaway Briefs 


FCC announced last week that 
interested parties are to have until 
| Sept. 24 to submit their sugges- 
| tions for control of radio’s give- 
|away programs, instead of Sept. 
10 as previously announced. 

The two-week extension was 
granted “in the light of the wide- 
| spread interest in the matter,” the 
commission said. 
| 


‘Hudson Appoints Bird 

_ Reilly Bird, formerly with Man- 
‘del Bros., Marshall Field & Co. 
‘and Montgomery Ward & Co., 
| Chicago, has been appointed ad- 
'vertising manager of J. L. Hud- 
|'son Co., Detroit department store. 
|He succeeds Colin Campbell. 
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ITS CIRCULAT 


SCIENTIFIC AMERICAN, herewith, announces a circulation 
guarantee of 80,000 for 1949. 

That is a growth of 40,000 in the 8 months from May 
through December, 1948. 

With the new circulation guarantee, a new rate of 
$700.00 per page becomes effective January, 1949. The 
new rate card (No. 2) is now in the mail. 

Meanwhile, the offer made in rate card No. 1 still 
stands. Until midnight, December 31, we will accept 
contracts and space orders for the 12 months of 1949 at 
the present rate of $500.00. First advertisers in the new 
SCIENTIFIC AMERICAN will enjoy an additional bonus: 
our now established rate of growth indicates a sustained 
increase in our subscription circulation throughout 1949. 


A new basic medium 


Advertisers who have followed the growth of the new 
SCIENTIFIC AMERICAN know that behind this announce- 


ment there stands a significant achievement in U. S. 


magazine journalism. Science has come to be a central 


enterprise of civilization. The advance, the application 
and the diffusion of scientific knowledge is the concern 
of a growing community of highly trained personnel. 
They occupy key positions in the administration of our 
industrial and social system. The new SCIENTIFIC AMERICAN 
is the first magazine to serve their common interest in 
science as a whole at their level of interest and under- 
standing. The publication of the first five issues of this 
magazine has established a vital new channel of commu- 
nication among the specialists in the various branches of 
science and between them and the laymen who are 
equipped to understand their work and its meaning. 

It follows, therefore, that the rapid growth of our 
subscription circulation should be limited primarily 
to the top personnel in the research and engineering 
sciences, in industrial management, education and 
government. The new SCIENTIFIC AMERICAN is, in fact, 
the first magazine to segregate these key social groups 
from the public-at-large and bring them together in a 
single circulation. 


ION GUARANTEE! 


You know exactly what you buy 


This assertion—an obvious deduction from the maga- 
zine’s editorial content—is documented by our subscrip- 
tion records. The professional or business identity of 
each new subscriber is recorded on a business machine 
punch card. The identity of our circulation is thus at all 
times subject to detailed analysis. To interested adver- 
tisers, the SCIENTIFIC AMERICAN offers no “survey” or 
“sample” based upon a fraction that must be projected on 
the total circulation. Our breakdown represents the 
actual count of the number of engineers, executives, 
research scientists, physicians, lawyers, teachers and 
students, who are identified in our subscription list. 

For advertisers who seek the recognition and approval 
of America’s scientific community, the new SCIENTIFIC 


AMERICAN is a basic medium. ye 


Editor and Publisher 
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Increases Circulation | Strotz Predicts trained personnel. Although there 


a : are many job-seekers, he believes 
Eilective wih the January, that with the exception of engi- 


1949, issue, School Management, + é - 
New York, will add 1,633. to Ah to 6 Time Zone ROGHING ERS PLGQPEEENE persen- 


controlled list, bringing the total } nel, present radio personnel can 
circulation to 32,000. At the total Video Networks work efficiently on both television 
time the advertising rates will be Los ANGELES—Lines for a and radio. 
increased. The rate for one page i eas cad 

Page coast-to-coast television network 440 Adverti in TV 


pig lage wag lay a = SS ae could be built right now but will 
$300 to $360. In addition, the pub- not be for at least five years be-| Production of good shows is 
lication will be printed on heavier |C@US¢ of prohibitive cost, which | still a vexing and costly problem, 


paper. ‘television cannot now support, ac- |the NBC executive said. In New 
ee ‘cording to Sidney Strotz, National York production costs alone can 
Appoints Keen Broadcasting Company’s vicc-/run to $10,000 or $12,000 for a 


president in charge of television. | show, Mr. Strotz pointed out. De- 
sales promotion manager of Easy |. Speaking before the Advertis- | spite this, he said, there are 440 
Washing Machine Co., Toronto. m8 Club of Los Angeles, Mr. | advertisers using video, compared 
He was formerly with the inter- Strotz predicted that until there with only 30 a year ago. 

national division of Servel (Can- are enough sets to warrant the He predicted that television 
ada) Ltd. expense of coast-to-coast network | will not put AM radio or other 
facilities, the nation will be served |media out of business. In prac- 
by time zone networks, probably (tice, he said, television will lead 


W. E. Keen has been appointea 


pet 2 Ze this basis, telephone officials have to the benefit of all media. 
‘ANDY...2: Tacs been asked to concentrate on fa-| Mr. Strotz conceded that video 
DAGEAGS othe cilities serving the larger popula- vis very hard on the eyes. He re- 
— Qa ADVERTISING ition centers. vealed that, as a result of his in- 


He noted that one of the great- tensive work viewing television 
est problems facing television is programs, he has recently had to 


four of them and perhaps six. On | advertisers to spend more money, | 


Advertising Age, September 13, 1948 


focals. But he believes the hard-| LTUCK Strike Cuts 
Cniy temporary. N'Y Paper Supply 
er and Reduces Ads 


*,f 
Issues Four Editions | Sew Yonu—Last week, as AA 


After 20 years of publication in went to press, the New York truck 
Fees neath Gatien, Petro; strike was "effectively cutting 
‘will publish four separate edi-|#Way at the size of most of the 
tions, one for drilling and produc- | City’s daily newspapers. 
tion men, one for refinery and gas| The Hearst Mirror and Journal- 
processors, one for pipeline and | American were running single 
marine transportation men, and | sections. The Mirror, reporting 
a composite edition for complete | its scant 16 pages, said: “We are 
coverage. All ee will carry a | publishing with what supplies we 
a ee or, Cage have in storage in our building. . . 
chase one, all, or any combina- | YOUr ae has = cut nore 
tion of editions. avorite eatures. ews, sports 

) and pictures are fully displayed, 
_ - ‘as usual. Advertising, however, 
‘S.S. Teen Time’ Sold ‘has been drastically curtailed. We 
“S.S. Teen Time,” a radio pack- | don’t like this, either. We know 
_age produced by Meneough, Mar-/| advertising, too, is news . . . but 
‘tin & Seymour, Des Moines, will | we have no alternative.” 
| begin a 13-week stint over at) William G. Mapel, vice - presi- 
least eight midwestern stations, dent of the Publishers Association 
fend ——_— Dy a of New York, reported the situa- 
aqdio distributors an ealers, on tion as “precarious.” He esti- 


Sept. 25. ‘mated the average paper back- 


CIRCLE IN THE SKY 


There’s a ticket that gives you wings. 


‘ * a Circle your land if you will. United 


Air Lines (and only United) will fly vou 


Pacific Coast. And on to Hawai .. . 


Hollywood Boston Honolulu 


the major citics of the East, to and through 


our client for 10 years, invites you to go 


‘log of daily publishers to be 
“four days to two weeks.” He 
told AA that the New York Post 
|had three days’ supply left on 
i|Sept. 8 A “couple” of news- 
papers, he said, are well supplied, 
due to the accumulation of a large 
backlog. 


Merritt Leaves 
Conlon to Head 
Sales Company 


Cuicaco —I. N. Merritt, vice- 
president and general manager of 
ithe Conlon’ division, Conlon- 
Moore Corp., has resigned his post 
with the company to head an in- 
‘dependent sales organization for 
‘the purpose of selling Conlon 
/washers and ironers in a number 
of midwestern states. 
| Conlon’ division, which for 
‘years has made many of the 
‘household ironers sold under 
lother brand names, announced 
about six months ago that the 
company would step up promo- 
tion and sales of Conlon brand 


| 


Settle back in your chair in a United Mainliner \eneeciediien Sie Olenvitits vanent 
and look down upon rushing miles of continent. move is seen by some observers 


in the industry to tie in with Con- 
lon’s previously announced plans 
from | Mr. Merritt also headed the 
lironer division of the American 
‘Washer & Manufacturers Ass’n., 


the major citics of the Midwest, along all the ‘but resigned that post at the same 


i\time that he submitted his res- 
ignation to Conlon. 


I'he journey is yours to chart. United Air Lines, | The company has not yet ap- 


/pointed a successor to Mr. Mer- 
ritt, and is not expected to do so 


by one United route and return over another United for some time. 
route at little or no extra cost . . . enjoving service | <ememeneme 
that is swifter and more dependable than ever. ‘WTCN Leases Space 


Station WTCN, ABC affiliate in 


N. W. AYER & SON, INC. |Minneapolis, has leased quarters 


in the Radio City theater building 


Philadelphia. NewYork Chicago Detroit San Francisco for 20 years. The station will oc- 


cupy the first and second floors of 
‘the building, which houses a 4,- 
000-seat theater. WTCN-TV is 
expected to begin telecasting in 
November or December. The space 
leased is now occupied by Station 
KSTP and KSTP-TV, NBC af- 
filiate, which moves in early Oc- 
tober to its new $1,000,000 build- 
|ing midway between Minneapolis 
'and St. Paul. 


remember 


Business 
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Men in responsible positions have reached the top in 
nine cases out of ten because they are best equipped to 
guide and manage their companies to greater profits. 


Being “best equipped” means that they have more useful 


information at their fingertips on which to base busi- 


ness decisions ... more “know-how”, more judgment, 


experience, and the qualities of leadership to guide both 
themselves and their businesses through the stormy 


waters of postwar competition. 


That’s why men who are First in Buying Power... 
First in Responsibility ... First in Intelligence ... First 


in Influence . .. are week-after-week readers of 


U. &8. News & World Report 


WASHINGTON 


Circulation Guarantee 350,000 


plus a substantial bonus well in excess of guarantee 


America’s Top Business Executives Report on the Usefulness of the Management Magazines They Receive. Copies available upon request. 


USEFUL NEWS FOR IMPORTANT PEOPLE — + 


(“Knowledge is Power’) 
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Vou cannot afford 


if your SALES TARGET is Top Managemengy 
t6 Overlook the far-reaching influence FORBES First An- 
nual Report on American Industry (January 1, 1949) will 
havé.on your pfospects. 

_Here’s a Report of, by and for Top Managément .. . an ex- 


haustive and revealing survey and forecast involving 10 vital 


American Industries. This Report incorporates not only man- 
agement views but also the opinions of those who evaluate 
and buy securities for their bank, their insurance company, 
their underwriting firm or their investment trust. Their ap- 
praisals of industrial and investment conditions and prospects 


are, therefore, of great significance. And this remarkable. 


Report is possible because the “big men” interviewed accept 
FORBES as “their magazine’’, thus are willing to give their 
whole-hearted cooperation. 


Synchronize your sales message with this report and 
be sure of... 


READY RECEPTION. Seven months of intensive research 
and consultation not only with Top Management executives 
but with those guiding the investment policies of leading 
banking, insurance and investment organizations are making 
this key January | Report Issue of FORBES the most talked 
about Survey in the executive world even before it appears. 


LASTING IMPACT. As 2 guide to what lies ahead for busi- 
nessmen and investors, FORBES January 1 Report will be a 
frequently consulted depository of vital and specific informa- 
tion ... a constant reference in thousands of offices and homes. 


SOLID CONCENTRATION. You waste no shots with 


FORBES exclusive executive circulation, representing only 
the men throughout the U. S. empowered to buy. 


And back of this momentous report, you have FORBES 
31-year reputation for 


POWER TO MOVE THE MIGHTY — AT MIGHTY LOW COST 
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‘heard round = 
‘executive world © 


t jon American Industry, January 1, 1949 


You can buy 12 full-page advertisements in FORBES 


- +. not for $70,000 a year ... not for $50,000... 
not for $30,000 . . . but for the modest sum of $10,260. _ 


Cost of Monthly Advertising Schedule eiataiaiiaaanie tnd aiidiiiin. somenian 
in the Executive .Magazine Group the most concentrated executive 
(BLACK & WHITE PAGES) e audience in the general business field. 
~ @UARANTEED ANNUAL 
CIRCULATION cosr 
FORBES 100,000 $10,260 
Says 
Business Week 175,000 $19,435* Cc. R. sonrvee 
Chairman 


American Airlines 


U. S. News & World Report 350,000 $29,640* 


“FORBES Magazine of 
Business has a varied appeal 
Fortune 235,000 $31,500 to me. It combines 
business news interpretation, 

forecasts, and the human 


Newsweek 700,000 $33,280* quality that give it a 


three dimensional value.” 


Time | | 1,500,000 $71,370* 


*13 insertions 


| Magazine of Business 
POWER TO MOVE THE MIGHTY ... AT MIGHTY LOW COST 


(Write FORBES. 120 Fifth Avenue, New York 11, N. Y., for dramatic proof in brochure ‘Power To Move The Mighty.”’) 
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(c ntrel_ 7354). G. D. CRAIN J 
UNS, vice-presidents. C. 


THE NATIONAL NEWSPAPER 


Advertising 


Issued Monday by Advertisin 
(Del. 1337), 330 W. 42nd St., New York |8 (Lo. 
ington 4, C. (Re. 7659) 


Member Audit Bureau of Circulations, Associated Business Papers, National 
Association of Magazine Publishers, 


Age 


ARKETING 


Advertising Federation of America. 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managi Editors, John 8. Miller, 
Robert ) = Jr. 


Washington Editor, Stanley E. Cohen 
Associates: New York: John Crichton, 
Maurine Brooks, Patricia Ryden. Chi- 
cago: Murray E. Crain, Emily C. Hall, 
Jeanne Scharnberg, Bruce M. Bradway, 
Merle Kingman. 

Evropean Editor, F. A. Marteau 
Editorial Production, F. J. Fanning, 
Betty Benedict. 

Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. 


*On leave. 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 


New York: O. O. Black, Halsey Dar- 
row, James C. Greenwood, John P. 
Candia, Harry J. Hoole. 

Chicago: O. L. Bruns, Western Adver- 
tising Mgr. J. F. Johnson, E. S. Mans- 
field, Arthur E. Mertz. 

San Francisco (4): Simpson-Reilly Ltd., 
Russ Bidg., Wm. Blair ith, Mgr. 

Los Angeles (14): Simpson-Reilly Ltd., 
Garfield Bidg., Walter S. Reilly, Mgr. 


Seattle (4): oye Ltd., 618 
es, 


Second Ave., J. Allen Ma Mgr. 
London (E. C. 4): P. A. Marteau, 107- 
110 Fleet St. 


15 cents a copy, $3 a year in 
America. Foreign postage extra. 


the United States, Canada and Pan 
Myron Hartenfeld, circulation director. 


Shifting Radio Audiences ; 


While there is very good reason| ment listens over and over again.| industry—which has, we _ think, 


to believe that the primary reason | 


for the shift of Bob Hope and “My 


Friend Irma” in the Lever stable! 


was due to the relation between 


program costs and potential prod-| 


uct sales, rather than to a desire 
to develop new audiences, the an- 
nounced reason for the change 
focuses attention on a major pol- 
icy problem facing all radio ad- 
vertisers. 

Bob Hope has been spreading 
the fame of Pepsodent for ten 
years, and there can be no ques- 
tion that he has done an effective 
and important job. But the very 
length of his service in the Pep- 
sodent cause, and the intimacy of 
his tie-up with the product, poses 
an over-all problem in strategy 
and tactics which has never been 
satisfactorily resolved by anyone. 

It can be assumed, after a dec- 
ade, that the radio audience 
breaks down in a general way into 
(a) Hope fans and (b) non-Hope 
The audience, that is, tends 
become static, and while that 
not by any means indicate 
that exactly the same people listen 
to Hope or Benny or Crosby every 
week, it does indicate that a cer- 
tain segment of the population 
almost never listens to Hope or 
the others, and that another seg- 


fans. 
to 


does 


Every advertiser wants to hold 
his audience. No radio program 
can be worth very much if its 
audience turns over completely at 
every performance. But on the 
other hand, with a_ general-use 


type of product, it becomes a seri- | 


ous problem of merchandising 
strategy to determine how “in- 
bred” an audience one wants. Does 
the advertiser desire to pick a 
particular segment of the public 
(not necessarily identical with his 
best prospects) and play to them 
again and again, perhaps to the 
exclusion of other segments of the 
public which may be equally good 
sales prospects? 

The over-all problem is a gen- 
eral problem, applying not merely 
to radio, but to all advertising. 
Yet it becomes most severe in the 
radio field, because the “editorial 
content” (program) and the ad- 
vertising message are almost liter- 
ally the thing. In other 
media, the relationship is not quite 


same 


so close. 

This whole area of thought has 
been a prime subject for specula- 
tion for many years, but very little 
concrete evidence, warranting spe- 
cific conclusions, has been gath- 
ered. It is a fertile field for in- 
vestigation. 


Business and Education 


On Sept. 2, the School of Busi- 
ness of the University of Chicago, 
one of the oldest schools of busi- 
ness of any university, celebrated 
50th anniversary, with a re- 
ception and lunch for business 
at which a feature 
an forum 
accomplishments 
izations, and an analysis of their 


its 
leaders, was 
open discussion of the 
of such organ- 
shortcomings. 

Two of the speakers—John L. 
McCaffrey, president of Interna- 
tional Harvester Co., and Leslie 
N. Perrin, president of General 
Mills—drew hearty applause from 
the top-level business audience 
when they voiced criticism of the 
degree of specialization which 
business school teaching has en- 
gendered. Both said that while it 
is possible to find competent busi- 
school graduates in almost 
any specialized field, from ac- 
counting to statistics, it is almost 
impossible to find a man whose 
basic education gives him a broad 
enough outlook and broad enough 
background of knowledge to qual- 
ify him for general management 


ness 


duties. 


school graduates 
they said, and 
quently very excellent ones. But 
major management requires a 
knowledge of all the complex spe- 
cialized fields which make up a 
business enterprise, and no school 
of business turns out individuals 
so equipped 

Dr. Robert E. Wilson, chairman 
of the board of Standard Oil Co. 
of Indiana, and himself a former 
educator, pointed out that while 
this is true, it is not necessarily 
bad. Business needs the special- 
ists in finance, in marketing, in 
labor relations, etc., he said, and 
if university schools of business 
turned out “management experts,” 
it would be hard to find jobs for 
them. The ideal solution, he sug- 
gested, in such educational 
development the “executives 
course” of the University of Chi- 
cago’s School of Business, which 
is designed to broaden the hori- 
zons and general business knowl- 
edge of executives who have al- 
ready given indications of ability 
to carry general management 


Business are 


specialists, fre- 


rests 


as 


tasks. 


id eat as 


"That's exactly how | looked before | 


discovered the significance of Natures 


spelled backwards.” 


| 
Fit to Be Tied 

| Every now and then the liquor 
| generally tried to conduct itself 
circumspectly from a public rela- 
tions viewpoint—does something 
| which annoys us. This is a sample, 
|'a cartoon circulated to publica- 
tions by Licensed Beverage In- 
| dustries. 

This is hooey. A free press, it 
|} seems to us, does depend strongly 
,on the free flow of advertising. 
|In point of fact, however, no 


rT 


single category is paramount, and 
this very diversification is in it- 
self one of the better guarantees 
of a free press. 

Further, there are still many 
newspapers—a nd magazines— 
which do not carry liquor adver- 
tising, including some of the 
best in the business ... and the 
most independent, as far as edi- 
torial views are concerned. 

But this point of view is ap- 
parently prevalent in the liquor 
industry. Ed Gibbs’ Newsletter 
for Aug. 27, 1948, says of the 
forthcoming advertising fight in 
Congress, “The menace of pro- 
hibition or government monopoly 
is terrifically imminent. News- 
paper publishers are only inter- 
ested in this business insofar as 
they can derive revenue from it. 
The day that that revenue is 
shut off, most of the so-called Wet 
newspapers would either openly 
advocate prohibition or sit back 
and let the prohibitionists put it 
over. (Incidentally, the owner of 
the Kansas City Star said that 
even if Kansas goes Wet, he will 
not accept liquor ads.)” 


Handling Charge 

The other day Eli Gordon, who 
is head of J. Walter Thompson 
Co.’s New York production de- 
partment, figured that a _ single 
typical advertisement changes 
hands 45 times. The copywriter 
and the art director between them 
get 12 whacks at it, copy group 
head and account representative 
get four passes apiece, the client 
three, proof reader three, and legal 


sees it twice, as does the type- 
setter and engraving. 

Herewith the typical itinerary 
of a JWT ad: 

1. Copywriter; 2. Art Director; 

Copywriter; 4. Copy group 
head; 5. Account representative; 
6. -Art director; 7. Renderer; 8. 
Copywriter; 9. Group head; 10. 


Account rep.; 11. Client (at last); 


12. Art director; 13. Photogra- 
pher; 14. Art director; 15. Re- 
toucher; 16. Director; 17. Renderer; 
18. Art director; 19. Copywriter; 
20. Group head; 21. Representa- 
tive; 22. Client; 23. Legal; 24. En- 
graving department; 25. Engraver; 
26. Engraving department; 27. 
Type department; 28. Type desk; 
29. Typesetter; 30. Type desk; 31. 
Proof reader; 32. Art director; 
33. Type department; 34. Copy- 
writer; 35. Group head; 36. Rep- 
resentative; 37. Client; 38. Legal 
department; 39. Proofreader; 40. 
Type desk; 41. Electrotype desk; 
42. Typesetter; 43. Electrotyper; 
44. Proofreader, and 45. Forward- 
ing department. 

Anyhow, that’s how the Biggest 
Agency does it. But JWT notes 
coyly that this applies only to ads 
which go along a normal course. 
It makes no allowance for the 
steps involved if any revisions 
have to be made. 

A circumstance, as any agency 
man can tell you, which occurs 
not infrequently. 


Opinion, Plenty 

Not long ago Radio Reports, 
New York, did a little analysis 
of the number of news commenta- 
tors available to listeners in five 
cities. New Yorkers can choose 
from 200, Chicagoans almost as 
many (100 are homegrown), Los 
Angeles about 40, and Washing- 
ton 61. 


Around the town and chatter 
shows—as RR classified them— 
are a New York $$ addiction. 


Gotham has 27 of the things, Chi- 
cago three, Los Angeles two, and 
Washington one. 

Women’s commentators do best 
in New York and Washington, al- 
most as well in Detroit, Chicago 
and the New England $$ area. 
Forums are a Washington preoc- 
cupation (the capital has 12, com- 
pared to nine for New York, four 
for Chicago, none for New Eng- 
land.) 


Past Repast 

Fellow we know thinks the plan 
of the airlines for eliminating 
free meals aloft should be sub- 
stituted, ‘“‘No more pie in the sky.” 


Jottings 

El Embotellador reports that 
Latin America’s favorite car- 
bonated drinks are cola and 


orange, with cola preference as 
much as 50% of total sales. . 
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The following documents may 
be secured without charge from 
companies sponsoring them oo; 
through ADVERTISING AGE, by any 
national advertiser or advertisinz 
agency executive writing on his 
business letterhead. Address Ap- 
| VERTISING AGE, 100 E. Ohio St. 
| Chicago 11. 


| No. 3125. 13th Annual Grit Read- 
er Survey. 


Grit has published its 13th an- 
nual study of brand preferences in 
the small town market, in which 
the publication covered about the 
same subjects included in the met- 
'ropolitan newspaper surveys such 
as those of the Milwaukee Jour- 
nal, Philadelphia Bulletin and 
others. Tabbed sections deal with 
automotive, drugs and cosmetics, 
|grocery products, home _ appli- 
|ances, home improvements, to- 
| bacco and miscellaneous items. 


No. 3102. Copy That Clicks with 
Readers. 


The final authority on what you 
say and how you say it is the 
reader, says this’ brochure, in 
which the Associated Business 
Papers, in readable and informa! 
style, offers a lot of help toward 
a more effective job of business 
paper advertising. The pages con- 
tain reproductions of numerous 
“effective” business paper ads, 
with accompanying comment on 
reasons for the particular han- 
dling of each one and what each 
ad has done for the advertiser. 


No. 3110. Facts About Vacation 
Travel of Pathfinder Families. 


Pathfinder reports on vacation 
plans of Main Street families, in 
this booklet, which covers details 
of family group expenditures, 
choice of transportation and pre- 
ferred accommodations. Almost 
80% of the families who plan va- 
cations this year expect to “see 
America first,” the study shows. 


No. 3109. How to Get Your Share 
of the American Market. 
This 20-page New York Times 
study is written from the view- 
| point of business men abroad, pre- 
senting the problems (and their 
possible solutions) of selling to the 
U. S. market. The study says that 
the financial, business and indus- 
trial center of the country takes in 
15 states inside a 500-mile radius 
of New York City, and provides 
a detailed analysis of the Times’ 
circulation to show how it reaches 
American business leaders. 


No. 3118. 1948 Consumer Analysis 
of the Philadelphia Market. 


The Philadelphia Bulletin has 
published the third annual survey 
of Philadelphians’ preference for 
branded products, product stand- 
ings and buying habits. It follows 
the standard pattern for these 
consumer studies, which are now 
available in 12 markets, includ- 
ing one published by the Omaha 
World-Herald, making possible 
accurate comparisons between 
markets. 


No. 3121. 1948 Consumer Analysis 
of the Sacramento, Modesto 
and Fresno Markets. 


McClatchy Newspapers, pub- 
lisher of the Sacramento Bee, 
Fresno Bee and Modesto Bee, has 
published the second annual edi- 
tion of its consumer analysis of 
buying habits and brand prefer- 
ences in these California markets. 
This is one of the studies follow- 
ing the pattern now available in 
12 markets, including those pub- 
lished by the Milwaukee Journal, 
Omaha World-Herald and Phila- 
delphia Bulletin. 


ArT 


2 Tes ae eee amma SPER == ae a Reise ' PSR ree 5 Ser a o ee = ee, a eo ies ee = RESTIR . ad ms Ee 
ee ' : : ' : ee 
2 
e 
: ~ UIUL YL [9 fs EI information: 
| TT — : _——— /; j /| LY | || a Oxted | “SS ae ares ’ 
. | | i / ; ; fe 
| ! “ yt oe 
.-" | | | Fs ‘e tS, ee Tita Lo i 
a Trade Mark Registered ; | hx , L = 4 VC a? cy , Bh Di A 2 : 
s, Inc., 100 E. Ohio St., Chicago i om _ + oe % ee el et oy ee 
4.2737}, National Press Bldg., Wash- | | | [| | Ly Be = 
( ers, 107-110 Fleet St., London E. C. 4. } a7” ’ Me 
R., president and publisher. S. R. BERNSTEIN, O. L. || a A New | 4, : is 
GROOMES, treasurer. Yd SN 4 ‘ A 
ee ois (NS yt NW 
_Y BUS eh it \S (Bf 1) 2 
a aOR Ree cee STop i ‘ | Bitog og 
ae le) 
| , core ~ i I , ie 
vs . N) ud 
; O¢ pi — a 
; \ hy Z "id 
| ae I 
es 
Pl 
| | Be TS 
ee ” 
_ 
ee 
ee 
a a 
ee 
ee 
a 
. ¢ 4 
ae 4 4 
-* y x 
7 AN ee 
a lon 
; e 
v . 
i. Se IN 
sf: La 1 de Eve) 
ars 
| — 2 tuni 
ra , ‘i , \ 
| * S Clut 
, & 
offer 
plex 
tuni 
natu 
wor 
ee for ¢ 
idea 
ee |; 
Po : 
med 
) just 
con¢ 
able 
mer 
: For . 
- 
ee a 
13! 
d this | 
is be 
— =< pS col 
2 Srtin. oe i i ree : e tase nae eos Baigens “ee POET RSs, — Sie Ae re Ae ne Ran A ilar REDS WES Daten nymeet ean ade cere pes Tee es = 


| Learn the Basic, Fundamental and Essential Precepts of Successful 
wit Advertising from Chicago’s Most Able Advertising Executives 


eS - 


a) 


th ANNUAL ADVERTISING COURSE AND CLINICS 
SEPTEMBER 22, 1948 to FEBRUARY 23, 1949... 
CURTIS HALL «+ FINE ARTS BLDG. + 410 So. Michigan Ave., Chicago 


i7 
September 22 “YOUR OPPORTUNITY IN ADVERTISING" 
Hayes MacFarland, President of MacFarland-Aveyard Co. 


September 29 “THE PROBLEMS OF THE NATIONAL ADVERTISER" 
John Sandberg, Assistant Advertising Director of Kraft Foods Co. 


October 6 “THE FUNCTION OF THE ADVERTISING AGENCY" 
Ken Laird, Partner, Tatham & Laird 


October 13 “HOW TO WRITE ADVERTISING COPY THAT SELLS” 


ons Every one interested in a successful advertising career Paul Faust, President of Mitchell-Faust Advertising Co. 
wee | Can gain a greater knowledge and improve their oppor- October 20 “LAYOUT AND ILLUSTRATION TECHNIQUES” 
ba tunities by taking the Chicago Federated Advertising October 27 “PROBLEMS OF ADVERTISING PRODUCTION” 
hare Club course. To newcomers in the business the course E. T. McBreen, Production Chief of J. Walter Thompson Co. 


November 3 “ADVERTISING RESEARCH" 
Gene Olson, Mgr. Mkt. Research, International Cellucotton Products 


November 10 “PROBLEMS OF THE LOCAL ADVERTISER” 


November 17 “INDUSTRIAL ADVERTISING AND THE USE OF DIRECT MAIL"’ 
combined with ‘USE OF BUSINESS AND TRADE PAPERS” 
H. H. SIMMONS, Crane Co. 


mes offers a broad understanding of every facet of the com- 
pre- plex advertising business. To many it will open oppor- 
the tunities for specialization in fields best suited to their 
jus- natural ability. To the seasoned advertising man or 


December 1 ““SALESMANSHIP”’ 


dius woman it offers a refresher in fundamentals (a good idea W. T. White 


nes’ | for all of us) plus an opportunity to catch up with new December 8 “MAGAZINES AS AN ADVERTISING MEDIUM” 


hes . ‘ ‘ j j 
ideas and techniques that might be overlooked in the Bem Muney, Matte Gaparynem, Paste, Cone & Serving 
; December 15 “NEWSPAPERS AS AN ADVERTISING MEDIUM" 
os press of meeting every day deadlines. A. G. Ensrud, J. Walter Thompson Co. 
has § The course includes 20 panel discussions covering all January 5 APPEALING TO THE AMERICAN Arverite 
vey f Esther Latzke, Home Economics Director, Armour & Co. 
for : ° veer teee ; 
ky media and branches of advertising. The course is not Janvery 12 “RADIO AS A MEDIUM IN ADVERTISING” 
oon just a series of lectures... it is an advertising clinic Walter Schwimmer, President, Schwimmer & Scott 
\ow conducted by a panel of Chicago’s best known and most sonvery ‘9 Tere AS A en OF a, , 
ud- ; Ss presentation 
“a able advertising experts. Everyone is eligible but enroll- January 26 “OUTDOOR ADVERTISING AND ITS USES” 
bie P ° . ‘ 
an ment is limited so make your reservations now! A. J. Cusick, Public Relations Director, General Outdoor Adv. Co. 
February 2 “POINT OF PURCHASE ADVERTISING" 

ysis W. L. Stensgaard, President, W. L. Stensgaard & Associates 
| February 9 “TRANSIT ADVERTISING AS A MEDIUM” 

| For Free Explanatory Booklet Carl H. Sundberg, Genl. Prod. Mgr., National Transitads 
sD Tl Phone Miss Wil FRA nklin 5365 
> ae ee eee a February 16 “GETTING SALES FORCE AND TRADE TO SUPPORT THE 
a ADVERTISING” 
= i C 4 | CAG 0 7 E D E RATE D ADVE a T | S | N G C LU B Alex Rogers, Advertising Manager, Libby, McNeill & Libby 
er- || 139 NORTH CLARK STREET « CHICAGO 2, ILLINOIS Febrvery 23 “HOW TO CET ANEAD DY ADVERTS” . 
ets. Fax Cone; Foote, Cone & Belding 
Ww 
Pa this announcement of opportunities that count 


ial, | #8 being run through the courtesy of 


COLLINS, MILLER & HUTCHINGS, INC. ¢ photoengravers 


eeetag 2 ee ee ee ee ae scien be ner ee a Jee a Dee i’ eee Sa ¥ ee ee eh _— es | Se i eee ake Mie ie - ee see ee ee, 
Te Fe a ee ks ee eer er em ss . ‘cull Mea ot as TR ee oa Oy ke Se aS ee eae. pe ak ; ae ee 
ot lasek a ees ons ae ie OO, lee i oe ao a Ce aa ns aa ates aa. a 
: « es sii Poa rear ee ie = a ho) Baas ey cig 
eS 
, 1948 " ae 
> * ‘ 
® oe 
arly 
as a . a 
. eo 
ae ° > 
: . ‘ is = 
‘ fl ie 
may w oe 
i . 4 A | 
y any -_ i iitte, . a 
ss * ' ifs d 
tisinz ‘ Bj 
° 
n his ” ‘ 
> St. ee eo 2 
A @°? = wk 
et rr , ag 
F y 2 
tead- _ ere 
E sik a get a 
1 an- 
es in ir 
vhich al 
t the 4 # ) oie 
met- 
such AA 
lour- . \ 
and ; 
with ’ 
a 
ae hs 
ae 
i 
- you 
the 
», in : 
iness 
rma! 
Ward <——— vin 
iness 
con- . 
rous 
ads, 
tf on S . 
han- 7 
each ee of) ; 
Se ae to? : ; 
~— — 4 ia . Ee 
_ aa Z ee f E 
ition tty ae eS 
. Tee 
tails gt ; 
res ee : -: 
4 
a 
ic 
Be. 
sad = 
ic . 
a4 ai 
—— 
By 
i 
id 3 
la- 
a = se 
ae i i - \ 3 > e : « +f ae) 
SF LAN RES Fee PN ET Te MEE ye bv, To, BOE Pee ANE ey RN CEE TEP aR aE fae Pn SE TP POT AO ea SR ea eer. ae ere ni ire REALMS aahigne hee 3c ee Dee EE Rak Sent £7 at oie ae Safin TAs Sa Diet aos 
ee at Gita A A cia gts oe aS a ee eRe TR Se NS pe A a Sie tlt A ee te Ree ware eee ae a OR Ma Road hve ay et ts eo 


Names DeGaetano 
Joseph DeGaetano, formerly art 
|} director of J. M. Mathes, Inc., 


Bur -aus Fix TV New York, and Van Sant, Dugdale 
| & Co., Baltimore, has been named 


Set Ad Rules art director of F. W. Prelle Co., 


New Yorx—The Association of | Hartford, Conn. 
Better Business Bureaus has de-| ————_ 
veloped recommended standards | Mueller Elected Director 
for advertising and selling televi- , 
sion receivers, calling among other | Pp I "Seeum "a Ce ——,| 7, 
things for clear statements on in- has been elected a director of the 


Stallation costs—a point stressed! tnion Hardware Co., Torrington, 
by various of the bureaus recently. | Conn. 


If prices of sets do not cover) 


Better Business 


Increases Ad Rates , has been directing the engine and 
. ; : | generator set advertising for the 
Construction Digest, Indian-| company, while Russell T. Gray, 
apolis, has increased its advertis- | Chicago, handled the railroad and 


ing rates. The new rate for 4a| industrial products advertising. 
black-and-white page has been) spensessacncdh . 


raised from $160 to $165. Current | » e 9 

advertisers will be protected at | Prints ‘Door-to-Door 
the old rate until March 1, 1949. Fairchild Publications, Inc., 
a New York, has published in book 
. form “Door-to-Door Selling,” 
Buda Appoints Andrews = which was serialized in Retailing 
Andrews Agency, Milwaukee, | Daily last spring. The book traces 
has been appointed to handle all| the growth of house-to-house sell- 
the advertising of Buda Co., Har-| ing, outlines the various types of 
vey, Ill. Since Feb. 1, the agency | organizations in the field and an- 
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alyzes their respective methods of 
operation. The 64-page book, 
written by Earl Lifshey, manag- 
ing editor, is available at $1.50 4 
copy. 


Collord Names Colton 


Edwin T. Colton II has been 
appointed sales promotion and 
advertising manager of Collord 
Motors, Inc., New Orleans Dodge 
and Plymouth dealer. Robert 
Kottwitz Jr., Advertising, ha: 
been named to handle the adver- 
tising. 


Advert 


Schul 


Gene 
yast fi 
partme! 
Hersey, 
nedia 
Inc., Ni 


Gets 


cost of installation, service, etc., 
the prices of the sets should be ac- 
companied by “less installation,” 


“set only,” “installation extra,” 
“plus installation” or similar 
terms. 


Advertisers are asked not to 
represent that any video receiver 
will get satisfactory reception on 
all channels within range unless 
such is a fact. Copy should make, 
clear, also, that program material 
is filmed where that is the case (in 
recent ads in Chicago, some man- 
ufacturers urged purchase of sets 
to get telecasts of the Philadelphia 
political conventions, without say- 
ing that the telecasts from Chi-. 
cago would be by film). 

The association also urges that 
advertisers ‘conspicuously set! 
forth” that their sets are equipped | 
with built-in screen’ enlargers, 
where that is the case. 

Copies of the rules may be ob- 
tained from the bureaus. 


Two Name Lazarus 

Harry J. Lazarus & Co., Chi- 
cago, has been named to handle 
the advertising of Luminous Lure 
Co., manufacturer of fishing lures, 
using newspapers and sports pub-.| 
lications, and Merchants Accept- 
ance Co., commercial banker, us- 
ing direct mail. Both companies 
are located in Chicago. 


MBS Signs Wander 


Wander Co., Chicago, maker of 
Ovaltine, has signed with Mutual 
Broadcasting System to sponsor 
“Captain Midnight,” Mondays 
through Fridays, 5:30-5:45 p.m., 
CDT, starting Sept. 20. Hill 
Blackett Co., Chicago, is the 
agency. 


Get FINER 
Printing Plates 
from Color Films! 


A CHROMART color print made 
from your color film yields topflight 
printing plates. It gives your plate- 
maker artcopy he can match, color- | 
for-color. 


CHROMART prints save you time 
and money! They can be lettered, re- 
touched as desired, made to exact size 
to fit into final art with enly 1 set of | 
plates for an entire page. 


CHROMARTS are made by skilled | 
technicians with long experience in 
making artcopy color prints from $52 
to $122, depending upon size or- 
dered. Write! 


Frank Miller Laboratories 
846 N. Fairfax, Hollywood, Calif. 
America's oldest color print service 


.. the choice of top advertisers for 
Il years. 


}' 


Every McGraw-Hill Magazine is a Member of, or is Onalif\ing-for Membership in, The Audit Bureau of Circulations 
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jvemen 


,erence and opinion surveys among 
jteen-age youth. Its 12 members 
are teen-agers who attend high 
schools in various parts of the city 
where they can poll other teen- 
agers. Several surveys have been 


Cuicaco—Teen Market Surveys, |made for a local department store 


The group’s officers are teen- 
age Don Pattarson, president, and 
Packard, sales manager, 
who say that the members are 


, 1948 
ds of | Schubert Joins Bates Gets Candy Account Teen Market 
book, ' a 
anag eo aye = i ne Pp, bec er _ -< S I 
yast five years in the media de-/| dianapolis, manufacturer of candy | 
50 partment of Badger & Browning &| bars, has appointed Bozell & urveys, nc., 
Hersey, New York, has joined the | Jacobs, Inc. (Indiana), to handle 
nedia department of Ted Bates,|its advertising and public rela- Steps Up Work 
Inc., New York, as time buyer. tions. Radio and direct mail will 
been a be used. ‘Inc., established last February as|and a radio station. 
82° | Gets Madwed Account | amamnnm ees a Junior Achievement research 
a oe need Bite Ge Sebdemest British Agency in N.Y. company, will accelerate its client- 
obert # Conn., maker of Karen Dial-O- | The new British advertising | S°liciting activities and rennet 
ha Matic cookers, has appointed Mar- agency, Hewitt, Ogilivy, Benson “eekly full meetings with the re- 
diver. — ket Research & Advertising, New & Mather, establishes offices today OPening of school this month. 


York, to handle its advertising. at 345 Madison Ave., New York. 


The group specializes in pref- 


trained to ascertain the size, na- 
ture, buying habits, desires and 


Was it read? Did it sell? No time for post-mortems now. Yet there's an answer. 


It lies in the magazine itself. An advertisement is no better than the magazine that 
carries it. Why? Because the editorial content has a dominating influence on advertising 
readership. 


A magazine must be read, or your advertising is tongue-tied. To be read, it must 
contain quality editorial, consistently. That ingredient helps make a magazine a best 
seller. And your advertising, too. 


Of course, it’s difficult for an advertiser or media man to appraise the editorial of 
every single business and industrial magazine published. The best test is readership. 
And this is measured by PAID CIRCULATION. No other system has yet been devised 
that is as accurate. It tells you the editorial has to be good. If it isn’t, the subscriber 
doesn’t renew. On the other hand—when thousands and thousands of readers applaud 
a magazine by renewal, year after year, PAID CIRCULATION tells you so, and tells 
you the stage is set for your advertising. 


Naturally, all McGraw-Hill magazines are PAID. 


Where does a business man prefer to read a business publication’ 
Sixty-five per cent of McGraw-Hill subscribers want to read it at 
home; thirty-five per cent want it at the office. McGraw-Hill sends 
each subscriber his magazine where he wants it. 

Paid subscription publications like McGraw-Hill’s can be delivered 


where the reader wants them. If it’s important to the reader where 
he reads his business magazine, it’s important to the advertiser. 


ASK YOUR McGRAW-HILL MAN 
to show you how conclusively 


— “oa 
7 ws Ya & 
HEADQUARTERS FOR INDUSTRIA eA 
his publication's editorial and 


| your advertising belong together. 


L| PUBLICATIONS 


ions 330 West 42nd Street, New York 18, N.Y. 


great advertising 


15 


jopinions of the teen-age market 
for any product. Meetings are 
held in the offices of Dancer-Fitz- 
gerald-Sample, which trains, ad- 
vises and sponsors the youths to 
give them experience in business 
and advertising operations. 


Ford’s TV Show Set 


The Ford Motor car’s “Tele- 
vision Theater” will debut Oct. 17 
at 7:30 p.m., EST, over CBS. The 
hour long telecast will be carried 
in New York, Philadelphia, Wash- 
ington, Baltimore, Boston, Sche- 
nectady and Richmond via coaxial 
cable and microwave. Filmed ver- 
sions of the program, placed 
through Kenyon & Eckhardt, will 
be seen in Detroit, Chicago and 
| Los Angeles. 
| 


Kaestner Rejoins Blatz 


Cc. W. Kaestner, who rejoins 
Blatz Brewing Co., Milwaukee, 
after a five-year absence, has 
| been named the new northwestern 
| division sales manager, making his 
/headquarters in Omaha. He suc- 
ceeds Walter B. Milliken, who has 
| resigned. 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 


model building and hobby 


) crafting — are constant re- 


minders of your products 
and services ... and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
... handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted... 
with your name or trade 
mark .. . at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 45 Years in Business 


JENKINTOWN, PA. Sox ETD 


STANDARD PRESSED STEEL CO. 
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‘American’ Finds = {:“ 
44% of Families 
Plan Auto Buying 


New YorK—lIndicative of the| 


and 43.3% said “about the 


about television, and men pre- 
| ferred it more often than women. 


BROAD COVERAGE 
FOR THE POLICY- 
MAKING EXECUTIVE 


44.6% of the reader families it|}one if video broadcasts were 

surveyed expect to buy an auto| available in their areas this year 

either this year or next, and 75% | or next. © 

—) TECHNICAL COVERAGE lof the cars are expected to be | Other items covered by the 

FOR THE ENGINEER | new, | guide are income, savings, own- 
Further, 47.2% of the families| ership, intention to buy, and 

: . VERTISER ° > : : 

mn ag "OHESeL MARKET will pay cash (median income for | brand preference for a wide range 

| the families is $3,850); 18.6% will| of products. 

‘finance through a bank; 9% | ———_—_——_ 

through finance companies, and) Changes Ad Setup 

| 25% undecided. | As a result of reader studies, 


| 62.2% of the polled adults had York, now will accept advertising 


not seen a television program; of| Heretofore, the publication car- 
those who had, 33.8% preferred!ried the bulk of its advertising 


New York 19, N.Y 


tae 2 West 45th Street, 


However, American found that 
continuing backlog of automobile| only one of one hundred families | 
makers, American Magazine’s an-| now owns a television set, and| York, launches its fall campaign | still camera (AA, Aug. 30) wil! 
nual market guide reports that | 71% did not think they would buy | 9” Sept. 15 in 268 newspapers |abandon the 


nical articles. The remaining 26 
|news of the mhdustry, were limited 
|in advertising. 


Oakite Sets Fall Drive 


Oakite Products, Inc., New 


(throughout the country, partici- 
| pation on women’s programs, ads 
‘in Western Family and Woman’s 
| Day, and 23 business papers. The 
company also is staging a $1,500 
|contest to grocers for the best 
window display. The agency is 
Calkins & Holden, New York. 


Lever Appoints Cies 


Ralph D. Cies, assistant to the 
president of the Rexall Drug Co. 


| The magazine also found that| Engineering News-Record, New| for the past two years, has been 


named manager of market de- 


‘for all issues without limitations.| velopment for Lever Bros. Co., 
| Cambridge. 


He will assume his 
new duties on Sept. 15. 


MiWSC RAE 4 
LONSEMEK A 


At The SEATTLE TIMES 1948-49 
Consumer Analysis gives you an up-to-the- 
minute picture of the exact buying preferences on 


thousands of branded articles in the Seattle market. 200 pages of This book reveals brand 
revealing authoritative data never before available. The facts preferences in Seattle! 
were compiled through questionaire personally placed with a Tells about: 


scientifically selected cross-section of Seattle housewives. The 
SEATTLE TIMES is proud to be one of 11 major newspapers to 
supply this accurate, standardized analysis of their market as a 
service to manufacturers and agencies. GET YOUR COPY 
NOW: no obligation. Ask the O’Mara & Ormsbee man-or write 
to The SEATTLE TIMES, Seattle, Washington. 


Stacken Ortveial (emmerre ead Bests bedenrins so Spark Sette regress 


=== The Seattle Times — 


ONE DOES IT! 


This ONE mediom clone sells Seattle —eond reoches 3 owt of 4 
homes in Seattle's retail trading rome of 750.000 people! 


mas CxOee A PTY 
ECE lm ay 


|= 


THE 


SEATTLE TI 


Represented by O'MARA & ORMSBEE, INC., New York - 


= 


Detroit - Chicago - 


@ Market, Methods 
@ Foods 

@ Toiletries 

@ Homes, Equipment 
@ General Habits 


Los Angeles - San Francisco 


Advertising Age, September 13, 19-8 
| radio, 22.9% liked television bet-|in the 26 issues containing tech- | N 
ew B&H Camera 


same.” The younger age brackets| issues, which were devoted to} . 
| were markedly more enthusiastic by Abandon 


{/Stop System 


Cuicaco — Bell & Howell Co.'s 
new 35 mm., fully automatic, $70) 


traditional f/stop 
\system of calibrating lenses. 

The traditional f6.3, f8 and f4.5 
|ratings, which have been used on 
lenses for more than 50 years, are 
not constant factors, the company 
says, and may vary from lens to 
lens. 

If the amount of light which 
comes out of a lens were exactly 
equal to that which ‘entered, the 
f/stop system would provide uni- 
formity. Since there are variables 
in lens surfaces, lens elements, 
optical glasses, coatings, and man- 
ufacturers’ tolerances, however, 
Bell & Howell has decided to use 
T/stop calibrations in the new 
cameras. 


| T/Stop Slightly Slower 


If every lens transmitted 100% 
of the light which entered it, the 
\f/stop would correspond with the 
|T/stop. Since they do not, the 
| new T/stop will, in practice, be 
'slightly slower than the “f” cali- 
bration for the same lens. 
| The new Foton camera, which 
‘marks B&H’s invasion of the still 
camera field, will carry both the 
-T/stop system and a $700 price 
|tag, putting it well up in the lux- 
‘ury class. 
| Although advertising and pro- 
‘motion plans for the new device 
have not yet been completed, 
|through Henri, Hurst & McDonald, 
‘it is expected that both the new 
‘calibration system and the cam- 
‘era’s fully automatic operation 
| will get feature billing in the ad- 
| vertisements. 

The automatic exposure device 
‘is a spring-driven mechanism 
which carries the film along and 
|makes film strip sequence of any 
|desired action. 
| 
Treet Starts Campaign 
| The Treet Safety Razor Corp., 
| Brooklyn, is launching a small- 
space campaign in 177 newspa- 
| pers in 176 cities and ads in Grit, 
Progressive Farmer and Southern 
Agriculturist. The campaign theme 
is “Good Morning! Was Your 
Shave a Treet?” The agency is 
Federal Advertising Agency, New 


FIRST 


IN THE 


DAVENPORT 
ROCK ISLAND 
MOLINE 


EAST 
MOLINE 


e . 
MINNEAPOLIS AS 


cHicaco 


The 40th 
Retail 
Market 


Quo Cites 


st LOuls 
. 


AM 5.000w..1420Ke. 

FM 47 kw. 103.7 me. 
C.P. 22.9 Kw. vis- 

TV vel and aaah 
Channel 5 


BASIC NBC Affiliate 
DAVENPORT, ITOWA 


National Representatives 
Free & Peters, Inc. 
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00% ; 
‘| Advertising Age... 
i 
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“| Id d iar” 
‘the epen on l eee 
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ion says 
rice WALTER S. JACKSON 
me Advertising Manager 
The Chesapeake & Ohio 
Railway Company 

im 
rit, 
oo ‘‘Any advertising manager worth his salt is so interest- 
ew ed in his job that he finds the news of the advertising 
@ field as essential as three square meals a day. Adver- 

tising Age is the newsiest publication in this field. I 


depend on it to keep me informed as to what other 


advertisers are doing and what other advertising people 


aCe 


are doing.”’ 
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WALTER S. JACKSON 


oh \\ has 


Responsible for the railroad advertising 
which Ross-Federal Research Corpora- 
tion reports as the most effective in 
the American press, Walter S. Jackson 
brings to his position as Advertising 
Manager of the Chesapeake & Ohio 
Railway Company a broad background 
of railroad experience. Immediately 
after graduating from Hampton Sydney 
College in 1924, Mr. Jackson joined the 
Traffic Department—comparable to the 
sales department in an industrial or- 
ganization—and after five years of in- 
tensive experience on the firing line was 
promoted to the Development Depart- 
ment. After ably acquitting himself of 
various duties in that department, he 
was appointed Advertising Manager in 
1937. Ross-Federal studies show that 
“of 78% of financial executives who say 
they think of a particular road as pro- 
gressive and improving its service to 
the public, 45% refer to the C&O”. 
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More and more advertisers 
are finding that Sports Afield’s 
famous Spend-o-crat* market 
represents the most responsive 
audience of men available today. 


ca 


#A sportsman with an appreciation of the 
finer things of life—and the leisure and 
means to enjoy them. 


For instance, a recent survey shows that 
Spend-o-crats are 65% better prospects for 
golfing equipment than non-sportsmen. 
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General Plywood Adds 
3 Executives; Shifts 3 
Carl B. Robbins has taken a 
leave of absence as executive vice- 
president of McCann-Erickson fol- 
lowing his election as presi- 
dent and director of General Ply- 
wood Corp., Louisville, succeeding 
Edwin O. Dulaney, who has re- 
signed because of ill health. Jesse 


“PHOTOSTATS IN COLOR” 


@ RABBIT PRINTS for sales promotion and 
other uses. Natural color photographic 
prints fr $3 each—plus small prepara- 
tion charge. 10 prints minimum. Any size 
up to 16"x20''. Fast service, and the 
multiply—that's why we call them RABBI 
PRINTS. 
Thomas B. Noble Associates 
302 East 45th Street, New York City !7 
LExington 2-4947 


H. Lide, formerly account execu- | 


tive of McCann, has been named 
vice-president in charge of sales 
and advertising of General Ply- 
wood. Irving W. Clark, formerly 
manager of sales promotion of 
Great Lakes Steel Corp., has been 
appointed general sales manager. 

Other changes include: John L. 
Farris, secretary and general pro- 
duction manager of General Ply- 
wood, as vice-president; James W. 
Thomas, controller, as treasurer, 
|and Ford M. Hettich, assistant to 
| the president, as secretary. 


| . 

| To Rothman & Gibbons 
Buhl Optical Co., Pittsburgh, 

| maker of scientific instruments, 

|has appointed Rothman & Gib- 

| bons, Pittsburgh, to handle its ad- 

| vertising. 


‘Seattle Times’ 
Publishes First 
Buying Analysis 


SEATTLE—Buying habits of Se- 
attle families and brand prefer- 
ences for 166 staple items are set 
forth in the Seattle Times’ first 
annual consumer analysis. Food, 
toiletries, appliances, beverages, 
autos and miscellaneous products 


alysis, which is patterned after 
that of the Milwaukee Journal. 


| 
| 


1200 West Lake Street 
““@ phone TAYlor 4260 
Chicago, Illinois 


ae 


The study is based on a mailing 
of questionnaires last March to a 
carefully selected sample of Seat- 


naires were returned. 


are included in the consumer an- | 


Advertising Age, September 13, 1948 


|Of the entire panel, 10.7% want; replied “don’t know” on coffee 
|to buy a radio or radio-phono-| This was the lowest “don’t know” 


graph; 6% want an electric refrig- 
|erator and 5.4% 
| vacuum cleaner. Electric wash- 
|ers are desired by 5.9%, in addi- 


| 


plan to buy a/| soaps, 


tion to which 1.1% intend to buy | 


/an automatic washer. 


Many Want Tuckers 
2. Chevrolet easily leads the 
field in preference for new cars. 
A total of 14.4% plan to buy a 
new car in 1948. The preference 
| showed by those planning to buy 


here is: Chevrolet, 26.5%; Ford, 
11.5%; Plymouth, 7.4%; Buick, 
6.8%; and Pontiac, 5.8%. In all, 


22 makes were mentioned. In- 


terestingly, Tucker, though far 
from being on the market, rated | 
13th in the list with a preference | 
of 2.4%—ahead of Packard and | 


| 3. Brand identification was | 
highest for products carrying sub- | 


| regular flour, 


response for any item of food, 
toiletries or other house- 
hold item. 

The “don’t know” response f:) 
other items with close brand ide:.- 
tification was also under 1% on 
pancake mix and 
vegetable shortening; catsup. 
powder dessert puddings and to- 
be-cooked cereals; canned milk, 
baking powder, packaged cream 
cheese and household, bath, face 
and toilet soaps; hair tonic, may- 
onnaise and baby foods; and 
toothpaste, liquid shampoo, dish 
soaps and detergents. 

By contrast, the percentage of 
“don’t know” on brand prefer- 
ence jumped to 24.8% on canned 
salmon (160 different brands were 
reported in the survey) and to 


the newcomers, Kaiser and Frazer. 
tle homes. About 5,300 question-| | 0% on Ret Cage. 


Does Own Census 


Highlights of the report show: 
1. Almost 28% of those re- | the years. 
sponding plan to buy one major | 


| stantial consumer advertising over | 


When asked to state the brand | promotion manager. 


The Times’ survey was directed 
| by Allen R. Potter, research and 
Long expe- 


household appliance next year.| used most frequently, only 0.4% | rienced in survey work, Mr. Potter 


formerly was in charge of the Bu- 


ln the largest 
gelling 50’ magazine 
on US. newsstands! 


Man, things are really booraing in Esquire! 

Take October. Here's an issue loaded for 
bear with a special Guide for Good Hunting 
—a 12-page treatise on guns and game and 
shooting for sport. 


eee ene nnns 


It's a men’s special feature section that 
talks with the authority of a Winchester 
30-30. And it’s only one of the high-caliber 
features of fact and fiction which make 6% 
million readers keep Esquire squarely in 


their sights from cover to cover! 


Read what tw 
advertisers in Es 


o custom bootmaker 
quire report: 


this ad in Esquire has sold thousands 


Actually, for these product-hungry read- 
ers, Esquire’s hunting season lasts 12 months 
a year. With their exceptionally high $8,429 


: ¥) "ees iI over the average annual income, they find Esquire’s 
Qa of pairs for us 10 saontracted for 12 (addi- advertising pages a swell place to track 
Fi world... we er F conte: of advertising. down good things to buy. 

ok i a 
=e tional) consece our custom-made Why not put your product in this proven 
CU “We ran a small ad on ve 
J (2) ived 1,152 replies... from every preserve? 
"2 boots ...recetve® ountries). 


state. . 


and (many foreign ¢ 


© Esq., Inc. 


Men buy 6 Esquire. 


Esquire, Inc., 366 Madison Avenue, New York 17, N. Y. 


en ton er ee 
OW gat 


|reau of the Census office for the 
| five Pacific Northwest states. Pre- 
viously he had conducted public 
housing surveys in Seattle for the 
Seattle Housing Authority and 
during the war was with the Fed- 
eral Public Housing Administra- 
tion in Washington. In 1946 he 
went to Greece for the State De- 
| partment to set up a public opin- 
|} ion survey prior to the Greek 
election. 

| The area covered in the sam- 
ple was the Seattle ABC city 
zone, embracing only slightly 
/more territory than is within the 
| city limits. Current estimates, 
the survey reports, place the pop- 
| ulation of-this area at more than 
500,000. 

| The method of selecting the 
' sample was unusual. The city di- 
| rectory, now four years old, was 
_discarded as a basis. Instead, 
Mr. Potter took as a basis a city 
| map showing every dwelling, and 
|counted the dwellings systemati- 
cally from block to block. Every 
33rd dwelling and the two on each 
| side of it were taken for the sur- 
| vey. For areas outside the city, 
'a similar selection of addresses 
_was made from county records. 


Swans Down Leads 


The city area was then divided 
_into 39 sections and mailings were 
controlled so that each section 
was fairly represented. Those re- 
plying were asked to fill out the 
| questionnaire, bring it to the Times 
| building and receive two shopping 

bags containing 34 pounds of 
groceries. These were contributed 
| by manufacturers who wanted to 
| sample the area. 

| The study shows that regular 
| flour was bought by 96.5%, Fish- 
'er’s leading the preference with 
49.6%, Gold Medal with 31.9% and 
Sperry’s 8.3%. Cake flour was 
bought by 71.7%. Swans Down 
| topped the field with 49.9%. Soft- 
|asilk had 34.4 and Fisher’s 10.3 
Pancake and waffle mix is used 
| by 71.7%, slightly more than hal! 
| the families serving waffles. Lead- 


|ing brands: Sperry’s 35.7%, Aunt 
|Jemima 18.2%, Alber’s 14.4%, 
| Fisher’s 13.6%, and Centennial! 
13.4%. 


| For both pie crust mix and com- 
| plete pie mix the market has been 
little developed. Only 24.6% buy 
prepared pie crust mix and only 
| 4.2% buy complete pie mix. Krus- 
| teaz drew 89.5% preference for 
/pie crust mix. Pye-Quick rated 
|72.2% for complete pie mix and 
Krusteaz 16.3%. 

Packaged coffee brought a list- 
ing of 44 preferred brands. Hills 
Bros. was at the top with 34.5%, 
followed by M.J.B. 16.8%, Max- 
well House 7.6%, and Edward’s 
6%. 

Vegetable shortening was used 
by 95.7%. Crisco led consumer 
preference with 49.2%, followed 

| by Spry with 29% and Snowdrift 
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with 15.4%. Lower income fami- 
lies used less shortening and more 
ard. 

For canned salmon, in _ short 
supply and spotty retail distribu- 
tion, only 57.7% of the panel | 
were buyers. Top brand: Libby’s | 
with 27.1%. 

Kellogg’s Corn Flakes led the 
field of ready-to-eat breakfast 
foods. It drew 31.3% of first 
choice, followed by Wheaties with 
11%, Kellogg’s Rice Crispies 8.1%, 
Nabisco Shredded Wheat 6.2%, and 
Cheerios 4.7%. Quaker Oats was 
the first choice of 41.1% of families 
buying to-be-cooked breakfast 
foods. Cream of Wheat was sec- 
ond with 12.7%, and Albers Oats 
third with 11.6%. 

Frozen foods were bought by 
62.4% of the reporting families. 
Patronage fell off sharply among 
lower income groups. The top 
five in both frozen fruits and 
frozen vegetables were Birds Eye, 
PictSweet, Polar, Cedergreen and 
Honor Brand, in that order. 


Two Out of Three Buy Cola 


Candy packed in tins brought | 


high recognition of brand prefer- 
ence. Brown & Haley led with 
56.6% preference, followed by 
Societe with 15.8%. Only 4.7% re- 
ported “don’t know” on prefer- 
ence. But candy packed in cello- 
phane, though bought by nearly 
twice as many persons as bought 
candy in tins, showed 35.3% “don’t 
know” on preference... Leading 
brand was Societe with 29.3%. 
Kraft was second with 5.7. 
Detergents were used by 27.6%. 
Usage ranged between 32% in the 
top income group to 20.4% in the 
bottom group. Dreft headed de- 
tergents with 52.9% preference; 
Trend had 18.3% and Vel 17.4%. 


Advertising Age, September 13, 1948 


Rinso was the leading brand of 
laundry soap and Ivory the lead- | 
ing brand of soap for dishes, bath | 
and fine fabrics. 

Nearly two out of three buy | 
cola drinks. Of those who do, 
Coca-Cola led the procession with 
65% preference. Pepsi-Cola hit 
second spot with 15.2%. 

Cigaret smoking is shown 
heavier among lower income 
groups. Camel is the No. 1 choice | 
of men, with 32% _ preference. | 
Others: Lucky Strike 29.5%, Ches- 
terfield 15.5%, and Philip Morris | 
9.2%. Women place Lucky Strike 
ahead of Camel. 


WEAN Appoints Lopez 
Joseph Lopez, for the past 17 
years manager of Station WICC, 


Hundreds of NEW ideas .. . | 
in this great | 


Products of 


over 200 manufacturers 


| 71st Regiment Armory | 
| 34th Street and Park Avenue, N. Y. 
September 20th to 24th 


The Trade Show approved by the 
Premium Advertising Association of 
America and the New York Premium 
Club. 


Sales Executives. Advertising Man- 
agers. Agency Men, Promotion Men, 
Sales Training Directors—Your com- 
plimentary trade guest tickets are 
ready. 


Write ARTHUR TARSHIS 


Exposition Manager 


36 W. 47th St. New York 19, N. Y.. 


Bridgeport, Conn., has been named | 


manager of Station WEAN, Provi- 
dence. Pending appointment of a 


|successor to Mr. Lopez, the 


Bridgeport station is being super- 


vised by Flo Robinson, program | 


director, and Norman Whittaker, 
sales manager. 


Names Shibell Agency 
Kirk B. Shibell, Inc., Ridge- 

wood, N. J., has been named to 

handle the advertising of O. C. 


Mfg. Co., Little Falls, N. J., de-| 
signer and manufacturer of) 


Olympic Champion athletic sup- 
porters, knee and ankle braces. 


O'Dea to Powell-Grant 


James M. Pat O’Dea, Inc., has| 
placed its advertising with Powell- 
Grant Advertising, Detroit and | 
Cleveland. 


STETSON HATS 


| oaeeiie aie ee 


Let Maxwell Place Your “High-Spots.”’ 
This, for example, is our Stetson Hats on 
Lincoln Highway at Philadelphia City Line. 


Write — THE R. C. MAXWELL CO., TRENTON, N. J. 
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"every evening if you’ re not. 


E in the News-Post 


@ Yes, over half of Baltimore is unsold every evening if you're not in 
the News-Post . . . the only evening paper that covers 57.5% of 
Baltimore's 343,654* City Zone families. 


@ Half measures can't sell full volume in bigger, richer Baltimore — 
where the population increase since 1940 ranks fourth among the 
nation’s ten largest metropolitan districts. * * 


@ Fora sure share in this growing market, use Baltimore's favorite eve- 
ning paper — the News-Post — with a City Zone circulation of 
197,666 (Total Net Paid 226,464). 


To bring your Baltimore sales up to par bring 
your Baltimore market information up to date. 


“A.B.C. City Zone based on Bureau of Census 1947 
Report for Baltimore Metropolitan District. 


**Bureau of Census 1947 Report. 


Ist in circulation in the 6th largest city 


Baltimore News-Post 


A HEARST NEWSPAPER—Represented Nationally by HEARST ADVERTISING SERVICE 
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KECA, L. A. Newspapers 
Share News Facilities 


A long-term agreement calling 
for cooperative use of facilities 
for AM, FM, and video programs 
has been completed by David W. 
Hearst, executive publisher of the 
Los Angeles Herald and Express, 
and Don Searle, vice-president of 
the western division of the Ameri- 
can Broadcasting Co. Under the 


terms of the agreement, KECA-| 


TV, Hollywood, will televise 


‘events jointly sponsored -by the 
| station and the newspaper. Regu- 


lar news broadcasts over KECA 
and KECA-FM will be augmented 
by news furnished by the news- 
paper. 


Drops Florian Account 
Becker & Lush, New Haven, 
Conn., has resigned the account 


of the Florian Mfg. Co., Plants-| 


ville, Conn., effective Sept. 30. 


The Key to | 


S. 


GUILD COMPANY | 


SINCE 1899 ||, 


Tell us about your - 
offer and we will 
recommend suit- —. 
able lists. 


MAIL SELLING 


“Push-Button’ 
PR Setups Bad, 
Conferees Warned 


| 

Bou.per, CoLo.—Public _rela- 
tions experts who can change 
mass thinking “on a push-button 
basis” are a serious threat to the 
nation’s newspapers, conferees 
were warned here at the conven- 
‘tion of the American Association 
of Schools and Departments of 
|Journalism and the American As- 
| sociation of Teachers of Journal- 
|ism. 

The warning against “too much 
standardization of ideas today” 
came from Erne H. Linford, edi- 
torial writer of the Salt Lake 
Tribune, who added: 

“TIT doubt that there ever was 
a time when so many experts 
were so busy doing the thinking 


for the masses. And very nat- 
urally, editors are falling into the 
‘booby traps’ skillfully set up by 
these experts—unwittingly be- 
coming their tools. They show 
their opposition to governmental 
regimentation, meantime pushing 
us further into corporate regimen- 
tation. Without realizing it, we 
parrot the propaganda and smart- 
sounding phrases of these wise 
publicity people who in effect 
have the potent power to change 
mass thinking on a push-button 
basis.” 


Calls Position ‘Ludicrous’ 

The “line,” he said, is of course 
opposition to change, to block or 
change any thought or movement 
which would disturb things as 
they are. Journalism schools, he 
commented, are in “the somewhat 
ludicrous position of teaching 
young persons ‘to peddle propa- 
ganda—for many of your students 
will be public relations people— 
and to resist it. You can do 
neither without recognizing it.” 

Preeminence of the U. S. sys- 


Advertising Age, September 13, 1948 
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Midway Point, Carmel-Monterey 


“The Chapter in Your Life...” 


4% 


Navy gob on a liberty ... Big Shot on a 
business trip... working stiff between seasons 
..» Midwestern family, showing the kids the 
USA...fruit picker’s family in a fifth-hand 
Ford . . . faculty member on a sabbatical . . . 
average guy and girl on a honeymoon... 
Pop and Mom, come to see the grandchildren 
.+. conscious conventioneers in cliques... 

They stop and stare and sample... Market 
Street’s stores, movies, seafood at Fishermen's 
Wharf, curios and chow mein in Chinatown 
...cable cars, native wines, silver dollars, flower 
venders, Italian tables d’hote, rubberneck tours, 
California fashions . .. ships and shoreline, the 
Bay and bridges, houses wedged on hillside 
streets, Oakland ferries...the parks, Presidio, 
the seals and Cliff House... theatres, concerts, 
smart shops, art galleries, book stores... Nob 
Hill’s opulence, the view, WPA art and the 
Bohemian section of Telegraph Hill. 


To the Westerner, San Francisco is The 
City...to the Easterner, the West...to each 


man the city of his own imaginings. . .self 


sufficient, characterful, like no other place and 
envying none...‘“The Chapter in Your Life 
Entitled San Francisco” is a highly personal 
experience, (and also the name of the excellent 
small Baedeker issued by Californians, Inc.) 

Ever since the eighteen forties, tourists 
have been coming to San Francisco. Currently, 
they exceed a million a year... support a 
horde of hotels, eating and amusement trades 
..-give a fillip to the fashion 
stores and smart shops...add 
local jobs, augment already 
heavy purchasing power. 

To the national advertiser 
with savvy, however, San Francisco's $50 
million plus in tourist expenditures is Just so 
much market gravy ... makes distribution and 
advertising worth more because the market 
includes free sampling to outsiders and more 
volume per outlet, more returns for effort! To 
say nothing of The Chronicle... 

Befitting the city, the Chronicle is also 
exceptional, departs from many newspaper 
conventions . . . assumes that the intelligent 
San Franciscan is world citizen and entitled 


to information about the world... is more 


concerned with stoppages of the UN rather 
than the UP. Yet it does not ignore local 
obligations or news, crusades for indigenous 
improvements and often unpopular issues. 


UnconventIonaLiy also, its circulation 
cutsacross the class lines of income, political or 
social strata, has a remarkable IQ rating in all 
levels. Reaching one-third of the city families, 
and one-fourth of those in the suburbs, The 
Chronicle’s coverage is sufficient to move 
minds and goods in every price or prospect 
group, in all localities but the poorest. 

Chronicle advertising brings bread-and- 
butter business to the big stores on Market 
Street, is the sales escalator for smart specialty 
shops and sine gua non for the quality business 
.--delivers demand to the corner drug store 


. as well,emptiesisland stands in supermarkets, 


gets patronage for any good product... Ask 
any SFW man to tell you about the extra 
opportunities in the Chronicle’s market in 
San Francisco! 


san Francisco Chronicle 


Sawyer, Ferncuson, WALKER Co., National Representatives... 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 


|tem can best be taught, Mr. Lin- 
ford advised the journalism teac))- 
ers, “only by honest, objective 
and thorough teaching -with an 
aim of equipping the students ‘o 
base their convictions and loya!- 
ties on clear reasoning.” 

Forrest W. Seymour, editor >f 
the editorial pages of the Des 
Moines Register & Tribune, de- 
clared that the newspaper needs 
a “conscience” to keep its protit 
motive “completely moral,” and 
an “inner conscience’—the edi- 
torial page that really serves its 
function in informing, educating 
and leading society. 

He ridiculed the contention that 
newspaper consolidations “could 
create anything like a ‘press 
monopoly.’ ” The competition 
among different media is “much 
too keen, continuous and expand- 
ing,” he said, adding that “such 
consolidations as have taken place 
in the past generation are a re- 
sult of economic forces largely 
beyond the control even of pub- 
lishers themselves. They are the 
same kind of forces which, in an 
increasingly technological society 
with climbing living standards, 
have made for ‘bigness’ every- 
where, from the steel industry and 
communications systems to labor 
unions and farm organizations.” 


Termed ‘Quasi-Public Utility’ 


Editors need not worry about 
“19th Century socialists amusing 
themselves with this monopoly 
fiction if they find enjoyment in 
it,” he said. “But we_ should 
worry about our failure, as a re- 
‘sult, to focus attention upon the 
|truly important elements in the 
newspaper’s social responsibilities 
|as a quasi-public utility. Many 
‘editors themselves imagine they 
‘can duck this key issue by mak- 
ing a scapegoat of the monopoly 
| trend.” 
| In “A Practical Answer to the 
Hutchins Challenge,” Houstoun 
| Waring, editor, Independent, Lit- 
| tleton, Colo., described his success 
'with inauguration of an editorial 
jadvisory board three years ago. 
|Seven other newspapers were in- 
|vited to meet with the advisers 
‘for a quarterly four-hour session 
in Denver. The board has since 
| been changed to a new group of 
| critics at each session and a va- 
iriety of problems is offered and 
|discussed with mutual benefit, he 
| said. 
| A. Gayle Waldrop, Colorado, 
_was elected president of the 
|AATJ, succeeding Roland E. 
Wolseley, Syracuse. John Stem- 
| pel, Indiana, was named head of 
| the association of journalism 
|schools and departments, succeed- 
|ing Norval N. Luxon, Ohio State. 
|Minneapolis was named as the 
| 1949 convention site, with the Uni- 
versity of Minnesota as host. 


| NBC Promotes Two 


| Robert V. Brown has been ap- 
/pointed program manager of 
|'NBC’s Hollywood television sta- 
|tion KNBH. Homer C. Canfield 
has been named to succeed M) 
Brown as AM program manage 
|of the western division of the net 
work. Mr. Brown has been i 
radio for 27 years and NBC pro- 
gram manager in Hollywood sinc¢« 
1946. Mr. Canfield joined th 
Hollywood press department o' 
NBC in 1942 and later was pro- 
moted to production manager. 


‘News’ Appoints Stoltz 


Robert K. Stoltz, for the pas’ 
13 years a member of the genera 
advertising department of Scripps- 
Howard Newspapers, has — beer 
named manager of general adver- 
tising of the San Francisco News 


Appoints Boeger 

| Ray L. Boeger, formerly witl 
American Marietta Co., Chicago 
has been appointed production 
manager of the Los Angeles of- 
fice of Carter & Galantin, point- 
of-sale specialist. 
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‘CLEANER’ COPY—Bril-Yant Products 

Corp., Chicago, will push its Waldorf 

Glass Wax with this 700- to 1120-line 

newspaper ad in major markets every- 

where but in the South in late Septem- 

ber. Craft Advertising Co., Chicago, 
is the agency. 


Bril-Yant Plans 
Newspaper Drive 
for Glass Wax 


Cuicaco — Bril-Yant Products 
Corp. announced last week that it 
will conduct a drive in newspa- 
pers in major markets except in 
the South late this month for the 
company’s Waldorf Glass Wax. 

Vernon S. Jacobs, vice-presi- 
dent, said that the six month old 
company has been distributing na- 
tionally for three months and will 
double its production capacity in 
the next 30 days. 
he said, has been unable to ac- 


The company, 


cumulate floor stocks and is a} 


week behind in filling carload 
shipments to the Coast. 

The product is distributed 
chiefly through drug and grocery 
stores, including most big chains, 
and has 70% distribution in major 
supermarkets, Mr. Jacobs said. 
Markets not yet added are the 
Southwest, which the company 
plans to enter in three to six 
months, and the South. 

Size of the ads in the newspaper 
campaign will range from 700 to 
1,120 lines. In addition, the com- 
pany is supplying mats to some 
dealers, but not to all. 


Mr. Jacobs said that the com- | 


OPPORTUNITY FOR 
GOOD SALESMEN 


As a representative for this 53-yéar old 
firm, you'll enjoy protected territory, 
come in contact with leading business 
people in your community, and the 
straight commission compensation 
means NO CEILING on your earnings! 


You'll join a group of sales representa- 
tives, most of whom have been with us 
for a goodly span of time. We're rather 
proud of this minimum of turn-over. It 
proves we're not a moss-back organiza- 
tion, not too hard to get along with, and 
that we all enjoy w g together. 


Bastian Bros. (AAA-1 rated), top leader 
in its field, employs 500 skilled workmen 
and is nationally represented. Every 
business is a prospect for a Bastian 
product. 


We make point-of-sale displays and 
signs; advertising specialties; name 
tes for manufactured products; cellu- 
and metal buttons for political cam- 
and unions; convention badges; 
employee service and safety award em- 
blems; manufacturers’ parts; calcula- 
tors; celluloid pocket ca S; any- 
thing in plastic sheets or to 13” in 
die-struck metal, etc. 


This comprehensive line, with accept- 
ance of the Bastian name and — 


If this arouses your interest, we would 
like to hear from you. 


BASTIAN BROTHERS COMPANY 
2050 CLINTON AVENUE, N. ROCHESTER,N.Y. 


pany was not responsible for sim- 
ilarities in the headlines and copy 
of two competing glass wax ads 
pictured in ApvEerRTIsING AcE June 
28. One ad was for a competing 
glass wax brand and the other 
was for Waldorf Glass Wax over 
the signature of Republic Drug 
Co. Mr. Jacobs said that Bril- 
Yant Products had had no knowl- 
edge of the Republic ad and that 
it apparently was prepared by Re- 
public. 


Craft Advertising Co. here has | 


been appointed to handle adver- 
tising for Bril-Yant Products. 


Eschner Joins Display 

C. A. Eschner, formerly with 
Schenley Distillers, New York, 
has joined Display Guild, New 
York, in a sales research capacity. 


Shutts Appointed 


Herb A. Shutts, formerly di- 
rector of research for MacFarland, 
Aveyard & Co., Chicago, has been 
shifted to director of media and 
research. Madge C. Drake, media 
directer for 15 years, has been 
promoted to account executive. 
Jean Gavin will assist Mr. Shutts 
as space buyer and Mrs. Marilyn 


Roseberry will continue as time | 


buyer. 


Appoints Ledeen 


J. L. Ledeen, formerly manager 
of sales of the Drierite Co., maker 
of chemical products, has been ap- 
pointed director of distribution of 
Indian Motocycle Co., Spring- 
field, Mass. 


Two Name Kleppner | 


Tresses of Hair, Inc., and How- | 
| ard Tresses, Inc., New York, have 


appointed the Kleppner Co., New 
York, to handle their advertising. 
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7 yeu can have the subject il- 
lustrated above (or your selec- 
tion of many others equally 
@s eye-stopping) for your 
Displays on a territorial basis 
—an arrangement which cuts 


display costs. Write today for 


the full story. 


What's a better hook to catch a fish- 
erman than a picture of another 
fisherman catching a darn good fish? 
But it’s important to make sure that 
he doesn’t get away before the sales 
message has time to take firm hold. 
That means the original artwork must 
be tops for realism and appeal ... 


the full color reproduction must be unsurpassed in technical 
quality ...there must be ingenuity and skill in shaping all 
the elements into a display which not 
only stops but olds the eye. 


Displays featuring super-appealing 
sports pictures are one of INLAND’S 
specialties. A remarkable variety of 
subjects by outstanding artists is avail- 
able for your use. Let INLAND show 


you how this eye-compelling, sales- 
hooking kind of display can be put 


to work for your line—at costs which 
are likely to be less than you expect. 


ompany 
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LARGEST NEWSSTAND SALE IN THE 
OUTDOOR FIELD 


Outdoor Life is now delivering the greatest circulation in its 50-year history. It’s an all-male 
market with an average income twice the national average as shown by Fact Finders survey. 
Compare the cost per page per thousand MEN— $2.69! 


Get the up-to-the-minute facts from your Outdoor Life representative today. 
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353 FOURTH AVE, NEW YORK, 10, NV. ante: muta 
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ADVERTISING MAN 


with contacts, push and executive ability 

for exceptional advertising set-up in vir- 
in market. Advertising... Art... 
odels. Modern office in heart of New 

York advertising district. 

Commissions and geod proposition. 


Box 7164, ADVERTISING AGE 
330 W. 42nd St, New York 18, N. Y. 


Todd Becomes Partner 


A. Ruric Todd, formerly account 
executive of Richard Jorgensen 
Advertising, San Jose, Cal., has 
joined the Robert E. Podesta 
Agency, San Jose, as full partner. 
The agency’s name has been 
changed to Todd, Podesta & Asso- 
ciates. 


“Po 


Genuine photographs manufac- 
tured in quantity at little 
more than letterpress in 


ley any size .. + get full 
BS particulars from 


53-59 E. Illincis Street. Chicago 11, Mlinois 


Phone WHitehall 2930 


Private Brands 
Do Well, Grey 
Reports in Letter 


Trend to Self-Help 
Seen as Threat to 
National Brands 


New Yorxk—tThe “private” ver- 
sus “national” brand battle is still 
raging, Grey Advertising Agency 
reports in the September “Grey 
Matter,” and present indications 
|}are that the national brands are 
faring none too well. 

In the first place, Grey points 
to the trend to “robot selling,” 
either intentionally or “through 
lack of sales talent.” The impact 
of self-advice, self-selection and 
even electronic retailing is bound 
to make itself felt on brands. 


But Grey says flatly that a 
“ ‘private’ brand is no longer ‘pri- 
vate.’ It is no longer unknown, 
unsung—or unwanted. . . There 
are actually scores of so-called 
‘private’ brands which are: (1) 
more heavily advertised than at 
least 75% of their ‘national .brand’ 
competition; (2) enjoy a larger 
volume than at least 75% of their 
‘national brand’ competition; (3) 
are as well, or better known to 
the public as at least 75% of their 
‘national brand’ competition; and 
(4) most disturbing of all, offer 
better value than a goodly per- 
centage of their ‘national brand’ 
competition.” 


Do Well in Every Line 


Admitting that these facts make 
it uncomfortable, Grey goes on to 
summarize “the ‘private’ brand is 
an advertised brand—and an ad- 
vertised brand in mighty good 
standing in any company!” 

Grey admits that recent years 
are generally supposed to have 
seen the national brand climb 
over private brands, but strong, 
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highly advertised brands have 
done well, Grey says, in every line 
of merchandise. It points out that 
food and drug chains have brand; 
which outsell many advertised 
brands, and “the mail orde: 
chains, especially Sears; have harc 
goods names which are second tc 
none in public standing.” 

The growth of giant retailing 
operations helps the store-ownec 
brand, the agency says. On the 
other hand, stores tend to favo) 
their own brands only when eco- 
nomical (for one thing, Grey say: 
robot retailing means a store car 
do comparatively little to pus! 
any brand). But they do tend t 
advertise it and make it competi- 
tive in every sense with a manu- 
facturer’s brand. 


Merits Much the Same 


Grey also points out that as the 
industrial pipelines fill up, there 
will be a vast pool of industria! 
capacity for giant retailers to 
draw on for their private brands. 

National brands are _ handi- 
capped by some other factors: 
Grey says there are “fewer manu- 
facturers’ brands today with truly 
distinctive features of extraordi- 
nary merit than ever before in 
the history of modern merchandis- 
ing.” So Grey thinks mass dis- 
tributors can easily push their 
brands on a straight quality basis 
in competition. Also, as the pipe- 
lines fill, distributors may be able 
to pack their brands with value, 
and this “raises a question as to 
whether the manufacturer’s brand 
will move as rapidly in that same 
direction. . .” 

Finally, Grey thinks it sees signs 
of the private brands moving 
dewn faster into lower price 
strata. The agency thinks that 
“too often has advertising been 
expected to push a brand of in- 
ferior merit to leadership. In the 
past that could be done occasion- 
ally. In the future, with big re- 
tailers zealously guarding the 
merits of their own brands, that 
trick will be turned less and less 
often. The competitive race for 
real value ...is already on. Our 
observations tell us that the re- 
tailer has, in too many instances, 
won the first round.” 


More Control by Retailers 


Grey thinks advertisers would 
be well advised to (1) beat the 
mass distributor to the punch by 
offering better values, more dis- 
tinctive features, as fast as possi- 
ble; (2) offer more liberal adver- 
tising budgets—which can create 
the consumer demand on which 
self-service relies; (3) include in 
budgets an extra allowance to 
overcome store-owned brands; and 
(4) use the kind of advertising 
which will build more consumer 
demand, stronger preference. 

Grey takes a serious view of 
the trend of distribution. As re- 
tailing grows larger, it reports, it 
intends to “control every phase of 
its operations, insofar as that is 
achievable ... that means more 
powerful, store-owned brands.” 

The agency recalls that retail- 
ers have worried about manufac- 
turers opening retail stores. Now 
the tables are turned, and “the 
manufacturer is worried, or should 
be worried, about the retailer go- 
ing into competition with him. . .” 

Grey scouts the idea that manu- 
facturers’ brands can be a club 
over a retailer: “Not 2% of our 
manufacturers’ brands could do 
that, today, if markets were nor- 
mally competitive! The mass re- 
tailer has, indeed, grown stronger 
than 98% of our manufacturers’ 
brands.” 


NATA Appoints Hurst 


Peter Hurst, formerly a partner 
in Harrington, Whitney & Hurst, 
San Francisco agency, has been 
named advertising director of the 
National Association of Transpor- 


tation Advertising, with head- 
quarters in New York. The 
agency will retain its present 
name. 
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lave 
in | Crocker Cereal 
that . 
na. | Tray Promotion 
ised 
ae | Starts Sept. 26 
arc MINNEAPOLIS—First advertising 
A tc mention of General Mills’ new 
lin cut-out feature promotion on its 
e Betty Crocker Cereal Tray is 
— scheduled for This Week Maga- 
the zine Sept. 26, to be followed by | 
_ two special national insertions | 
— booked for Metropolitan Sunday | 
_" Comics Group Oct. 10 and The) 
ce American Weekly Oct. 31. 
te A 66-piece model airport, with 
eti- names of eight famous airlines 
nu- and the Army and Navy Ajr 
Forces printed on buildings will 
be within reach of every youngster | 
who is an avid eater of General | 
the Mills cereal products. The model | 
ere airport will come complete with 
ria) six different cereal trays, each 
to making 11 models. A _ typical 
nds. package will provide models of an 
1di- information office, beacon, air- 
ors: plane, baggage cart, airport bus, | 
nu- wind tunnel, ticket office, stew- 
uly ardess club, fueling station, radar 
rdi- control and airlines hangar. 
in Airline officials have stated that 
dis- the model airport is a major in- 
dis- centive to “air - mindedness” 
neir among American youth. Airlines 
asis being plugged in the promotion | 
pe- include Pan American, TWA, | 
ible United, American, Eastern, North- | 
lue, west, Braniff and Delta. In all | 
s to there are 26 different models and | 
and enough duplicates to make up the 
ume 66 total units. 
The cereal tray contains 10 in- 
gns dividual packages of General Mills 
ing cereal products, including four | 
rice Wheaties, four Cheerios and two | 
‘hat Kix. 
een Dancer-Fitzgerald-Sample, Chi- | 
in- cago, is the agency. 
the ———— 
on- Show Changes Name 
re- “Deadline” will be the new 
the name for thé dramatization of a 
hat newsman’s adventures now being 
less heard over the ABC network as 
for “Front Page,” and starring Dick | 
Jur Powell. The program also will 
re- move to a new time, 8:30 p.m., | 
ces, PDT, Thursdays, starting Sept. 16. 
Howell Promoted 
Wm. D. Howell has been named 
uld in charge of the newly created 
the premium division of Noblitt-| 
by Sparks Industries, Inc., Columbus, 
lis- Ind. For the past several years 
are he has been with exhibits and 
| special promotions in the Arvin 
ot sales division of Noblitt-Sparks.| 
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to 
and 
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Revises Rate Basis 


Chicago Market Daily has 
boosted its rates an average of 
11% because of ccst increases. 
Some rates have been raised and 
cthers lowered to correct in- 
equalities developed over several 
years. A one-time page insertion 
during the winter furniture mar- 
ket next January will cost $160, 
and $240 for a pre-market mail 
issue. 


Appoints Richards 

Gilbert B. Richards, formerly 
general sales manager of Bostitch, 
Inc., Westerly, R. I., has been 
appointed general sales manager 
of Firth Sterling Steel & Carbide 
Corp., McKeesport, Pa., where he 
will coordinate the sales of the 
steel, carbide and tool-making di- 
visions of the company. 


Doner Opens NY Office 


W. B. Doner & Co., Detroit and 
Chicago advertising agency, has 
opened a New York office at 18 E. 
48th St. Charles M. Higgins, for- 
merly account supervisor and as- 
sistant to the general manager of 
William H. Weintraub Co., New 
York, has been named executive 
vice-president and general manag- 
er of Doner’s New York office. 


Industrial Admen Elect 


Tom C. Carmody, on the sales 
staff of the San Francisco office 
of McGraw-Hill Publishing Co., 
has been elected president of the 
Nerthern California Industrial 
Advertisers Association. Other of- 
ficers are Fred Roper, Standard 
Oil Co. of California, vice-presi- 
dent, and Mildred Crowhurst, 
secretary-treasurer. 


Over 37,000 circulation, including 25,000 league and 2515 


city association 


officials. The only magazine with 100%, 


coverage of 5336 certified Bowling establishments. Bowling 


market, wide ope 
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n after four war years, produces $29! ,000,- 
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Green Book Is 
Pattern for New 


Cost-Type Ad Rule 


WASHINGTON—Latest version of 
the revised auditing rules for 
cost-type military contracts, now 
before the procurement policy 
committee of the Munitions Board, 
represents some significant prog- 
ress for advertising and media ex- 
ecutives. 

Responding to the suggestions 
and protests of contractors and 
media officials, fiscal officers of the 
services have dropped the much- 
discussed proposal contained in 
the publicly-distributed June 22 
draft, flatly banning from the list 
of acceptable costs all advertising 
other than help-wanted copy. 


Allows ‘Reasonable’ Space 


The most recent draft, which 
has not been publicly distributed, 
provides no comfort for general 
media, but it does acknowledge 
the propriety of a reasonable 
amount of advertising in trade and 
technical publications, along the 
lines pioneered during the war by 
the Navy’s auditing guide, the fa- 
mous “Green Book.” 

The net impact on the advertis- 
ing picture may not be noticeable, 
since cost-type contracts are a 
relatively minor part of the de- 
fense program, but the removal of 
negative, unflattering language can 
be of significant importance to all 
advertising in future dealings with 
other government agencies. 


WSAU-FM Aired Sept. 1 
WSAU-FM, the Milwaukee 
Journal station in Wausau, Wis., 
went on the air Sept. 1. The sta- 
tion is carrying the complete 
schedule of WSAU, the Journal’s 
AM station in Wausau. The FM 
station has a power of 46,000 
watts and broadcasts on a fre- 
quency of 95.5 megacycles. 


Boston Store Names Two 


Lester Langer, formerly mer- 
chandise manager of Miles Kim- 
ball Co., Oshkosh, Wis., specialty 
mail order house, has been named 
direct mail advertising manager 
of the Boston Store, Milwaukee. 
Rubin Faber, acting advertising 
manager, has been promoted to 
general advertising manager. 


$37,275,000 
BUYS A LOT OF OIL 


Yet that’s how much oil the Motor- 
Freight Carriers bought in 1947. 
Did you get your share of it? The 
unless you 
Topics. 


chances are you didn’t 
advertised in TRANSPORT 
Nine out of every ten Motor-Freight 


Carriers read this publication. Three 


TRANSPORT 
ABC paper 


operate without it. 
Topics is the only 
devoted to trucking. 16,000 paid 
15,000 Third- 


circulation: 


out of every four say they couldn't | 
weekly 


Monday distribution. 


Cransport Topics 


The National Weekly of the Motor-Freight Corriers 


Washington 6, D.C. 


Lykke Appoints Synon 

John J. Synon, formerly public 
relations representative of the 
Western Oil & Gas Association, 
Los Angeles, has been appointed 
account executive of Chris Lykke 
& Associates, San Francisco. 


KTLA Appoints Maynard 

Harry Maynard has been ap- 
pointed sales manager for KTLA, 
Los Angeles television station. He 
was formerly with Batten, Barton, 
Durstine & Osborn. 


RCA Victor Cuts 
Record Prices 
for ‘Value Week’ 


New YorK—RCA Victor will 
hold a week’s cut-rate sale on 100 
out -of-catalog records starting 
today (Sept. 13). These platters, 
including popular country, west- 
ern, blues and rhythm numbers, 
formerly priced at 75 cents, will 
be sold at 35 cents during “RCA 


Victor Value Week.” 

This first nationwide factory- 
sponsored price markdown in the 
company’s history is intended to 
help dealers adjust their inven- 
tories by clearing the shelves of 
“cut-out” records, which are being 
taken out of the catalog and 
will not be pressed again. 

The sale, scheduled to capitalize 
on back-to-school buying impetus, 
will be promoted with newspaper 
and radio advertising—both dis- 
tributor and dealer co-op. 


James W. Murray, vice-presi- 
dent in charge of RCA record ac- 
tivities, said the seasonal slump in 
record sales this year is the sharp- 
est since the end of the war. 
“This has been reflected in over- 
stocks which, coupled with subse- 
quent over-cautious buying by 
dealers, has deprived customers of 
the opportunity to purchase new 
releases. As a _ result, dealers 
would be forced to enter the peak 
volume sales period with bad in- 
ventory ratios unless we came to 
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I. YOU HAVE A KNOCKOUT SHOW, it deserves to be heard by all the listeners 


on the Pacific Coast. Put it on Don Lee and everyone can enjoy it. Only Don 


Lee, with 45 local network stations, completely covers the inside market 


plus the 7 billion dollar outside market (the area outside the metropolitan 


trading areas of Los Angeles, San Francisco, Oakland, San Diego, Portland, 


Seattle and Spokane). The new Nielson Pacific Coast Network Report proves 


this. * Mountains up to 15,000 feet surround nearly every market on the 


THOMAS S. LEE, Pres, * LEWIS ALLEN WEISS, Vice-Pres., Gen. Mgr. * SYDNEY GAYNOR, Gen. Sales Mgr. 
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- , . i York, as an account| 2 
= their aid with a cag aa To Pierce, Threlkeld Jexecutive and member ee Small Addressing 
program that insures quick c's-| The Saturday Review of Lit-| plans board. Prior to establishing | . | 
— posal of slow-moving and surplus ‘erature has appointed Pierce,| his own agency, Mr. Goldgar was Machine Launched 
rp records,” he said. | Threlkeld & Associates, San Fran- associated with J. Walter Thomp-| wiyweapouis—A newly de-| 
——— cisco, as West Coast public rela-| son Co., Compton Advertising and veloped portable addressing ma- 
Dee To Taylor & Greenough fang ae ae rd Grey AGvertiome. | chine is being advertised in trade 
as been named to pe Rea? - ; : 
by James Malarney, formerly as-| public relations of the San Fran-| | publications and via direct — 
s of sistant to the advertising man-| cisco Conservatory of Music. Y&R Transfers Doyle | Promotion by Addresso Sales 
new ager of Trumbull Electric Co. —_ Richard Doyle has been named Company here. . ‘ 
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i nod as industrial editor and/| his own agency in New York, has| was formerly in the New York of- | on aa aa 11 ~ cl 
tad copywriter. | joined Bermingham, Castleman &| fice of the agency. tions that put out small mailing 


Pacific Coast and make reliable long-range reception impossible. Only Don 


.- Lee has enough local network stations (2 and 3 times as many as any of 
ae the other Pacific Coast networks) for all the people to hear your show. 
~e * Don Lee is a better buy than ever. Population in the Don Lee coverage 
ad, area is up 7.6% over last year, retail sales up 27.7%, according to the 1948 
, Sales Management Survey of Buying Power. Don Lee delivers the inside 
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market plus the outside market at a lower cost per thousand radio families. 


1313 NORTH VINE ST., HOLLYWOOD 28, CAL. * Represented Nationally by John Blair & Company 
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which are large enough to need a 
machine. The machine addresses 
up to 20 envelopes or cards per 
minute. 

Ads will run in Popular Me- 
chanics, stamp trade and business 
| papers. An intensive direct mail 
|campaign, through Norwood-Ehl- 
|ing, Minneapolis, has set an ini- 
tial 10,000 prospects for the ma- 
chine, which sells for $24.50 plus 
tax and postage. 

The machine uses a master tape 
and colorless fluid on the spirit 
duplicator principle. The tape 
‘holds about 500 names and ad- 
dresses and will print each one at 
least 100 times before changing. 
/Offices of the firm have been 
‘established at 1409 6th St., S. E. 


Durham to Metropolitan 


Robert Durham, formerly ac- 
count executive of Sheldon-Quick 
& McElroy, New York, has been 
appointed manager of the editorial 
bureau of the advertising division, 
Metropolitan Life Insurance Co., 
New York. 


Another 
COMIC- 
BOOKFOR- 
INDUSTRY 


Created by 


WM. C. POPPER & CO. 


‘and printed by 


CLEVELAND 
SHOPPING. NEWS 


an affiliation of nationally 
recognized leadership 


NEWSPRINT AND PRESS 

TIME NOW AVAILABLE 

FOR NATIONAL ADVER- 
TISERS 


Let us create a Booklet in 4-color 
Comic Technique for Youl 


| Write or Phone Nearest Office for Folder: 


“Comic Books for Industry — 
How to Use Them” 
| produced by 


SHOPPING NEWS 
5309 HAMILTON Avenue 
CLEVELAND 14, OHIO 


NE 


(An Affiliction of Nationally Recognized Leadership) 


WM. C. POPPER & CO. 


148 LAFAYETTE Street NEW YORK CITY 13 
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You Ought fo Know . rs 


Arthur Kohler 


lll lll alll add Mindi di Mitt, tt, th, th in, ee ee 


It’s Arthur Kohler’s smile that 
most impresses you. It starts in 
his eyes and more often than not 
ends up in a loud guffaw. That 
habit has earned him the descrip- 
tion of the “big 
guy who likes to 
holler” at Curtis 
Publishing Co., 
where he’s the 
boss of the en- 


tire advertising 
and _ promotion 
setup. 

Art’s a big 
man —six feet 
four, weighing 


235 pounds, and 
every ounce of it 
good-natured. Which, he insists, 
is the secret of his success as a 


Arthur Kohler 


salesman. Not that a nice smile 
and pleasant disposition alone 
turned the trick. It also took a/| 
lot of bouncing around, in horse | 
oe fe 
remember 
Business 


| of Detroit. 
| vacation days from college at the 
University of Michigan. 


|stores in 
around as he did, rubbing shoul- | 


and buggy, over rails and via 
shank’s mare before he learned 
the fine points of being a sales- 
man, which he asserts is essen- 
tially what any advertising man is. 

That’s why he has two bits of 
advice to give his sales staff and 
any young hopefuls who think 
they may profit from the expe- 
rience of a man who heads one 
of the most important magazine 
ad staffs in the publishing field. 
First is, of course, the smile. 
“Keep smiling—a sour puss never 
clinched a sale.” Second, “Keep 
moving—the more territory you 


cover the higher your potential 
| percentage will be. If a salesman 


moves around a lot, he’s bound 
eventually to come up with more 
orders: than the guy who stays 
put.” 

Art covered a heck of a lot of 
| ground in his early days as sales- 
-man for the D. M. Ferry Seed Co. 
That was during his 


He sold seeds to drug stores, 
country grocers and hardware 
20 states. Trekking 


ders with all kinds of people, he 
considers the most valuable ex- 
perience he ever got. He has a 
warm affection for those days ana 


}an electrical engineer that hit him | 


|his boss for instructions. 


don’t know something, get out 
and find out. His first assignment 
was Chincoteague, Md. Art had 
never heard of the place. Nor had 
the railroad clerk whom he asked 
for a ticket. They pored over the 
railroad guide, but there wasn’t 
any such place. 

So young Art hopped back to 
“If you 
were in the desert somewhere and 
couldn’t get to me, and your next 


assignment was _ Chincoteague, 
what would you do?”, the boss 
queried. 


“I'd start out and find it some- 
how,” Art replied. 

“All right, what the hell are 
you waiting for?” 

Art found Chincoteague and 
also found out why it wasn’t in 
the railroad guide—it’s an island 
in Chesapeake Bay. And Art 
has never forgotten Chincoteague. 
Just ask him, and he’ll tell you 
quick, just like that. 

It was those few seasons as a 
seed salesman, Art maintains, that 
decided his vocation. Selling was 
his metier. The ambition to be 


during high school days went by 


'the board. He has a schoolmate to 


thank for switching to the busi- 
ness administration course at 
Michigan. 
line ready to register for the elec- 


'trical engineering course, when 
ithe friend passed by. 

“What are you doing in the 
|E. E. line?”, he asked. “Well,” 


Art explained weakly, “I thought 


|I’d like to be an electrical engi- 


an expression of amused nostalgia | 
creeps into his eyes when he tells | 
|was ready to decide what profes- 


about them. 


One lesson Art learned from that | 


seed sales manager, who sounds 
like every cub reporter’s first city 
editor—was self-reliance. If you. 


neer.” 


“He yanked me out of that line | 


fast,” Art relates, “and persuaded 
me to take the lit course until I 


sion I wanted to go into. 
tually, I landed in business ad- 
ministration—and I can tell you, 
/I never regretted it.” 


ABC AFFILIATE + 
and WSIX-FM «+ 


5000 W 


71,000 W «+ 
National Representative: THE KATZ AGENCY, INC. 


WSIX gives you all three: MARKET, 


again 
area. 


Leading 
WSIX consistently — not only for 


out results. 


in Nashville's 
1,321,400 people in WSIX's 
60 BMB counties spent $654,888, - 
000* last year for food alone. 


X scores again 


food processors use 


new products, but for year in year 


That's because WSIX 


has helped them score again and 


retail trade 


WSIX can help you score in this 


rich market, too! 


* 980 KC 


SIX 


Sales Management May 1948 


wee Of (Tennessee's 


— 


97.5 MC 


Art was standing in| 


Even- | 


That, plus getting the “corners 
knocked off” on the seed selling 
circuit, gave him the foundation 
on which to build a career in 
salesmanship. High school and 
college athletics stimulated the 
competitive spirit without which 
no salesman is a good salesman. 
And Art was right in there com- 
peting, first on the football, bas- 
ketball and track teams of Lansing 
High, then on the track team at 
Michigan. There he concentrated 
on track—throwing weights— 
hammer, shotput and discus. And 
he was good—good enough to hold 
the Western A. A. U. record in 
the hammer throw for more than 
25 years, the Central A. A. U. 
record in hammer and shotput for 
a number of years. 

Art’s mighty proud of his 
athletic record, even if he doesn’t 
indulge in anything more active 
than a friendly game of golf 
which he honestly gauges as “not 
so hot,” being content if his score 
stays in the middle 90s. He plays 
for fun and companionship, he in- 
sists. He’s proud, too, of an in- 
cident which occurred ten years 
after he had been graduated from 
college. 

He was attending a Western 
conference track meet and ran 
into his old coach. The latter was 
|sad about the performance of the 
|current hammer throwers. 
“Doesn’t look like the old days, 
'does it?”, the coach mourned. Art 
had to agree with him. The best 
throw that day was 144 feet. “Bet 
you could still lick these fellows,” 
| the coach opined. “Why don’t you 
try it?” And Art did, dressed as 
he was in street clothes. His first 
try was 145 feet; his second, 149 
and his third, 154. The coach was 
mighty pleased and persuaded Art 
to practice up for Olympics, which 
| he did, achieving a 170-foot throw 
| before he injured his back and 
was obliged to quit. The only 
time he’s touched a hammer since 
was when he was coaching his 
'son, Robert T., while the latter 
was attending Amherst. The only 
|other sport Art indulges in now 
besides his golf is fishing—hardly 
}an active one. He usually goes up 


to the Big Wolf Club in the 
Adirondacks—has been going 
there for the past 25 years. Trout 


and bass fishing are his choice. 
With the job he has now, Art 
hasn’t too much time to indulge 
'in outside hobbies. And no won- 
der, when you consider what Art’s 
| duties comprise as vice-president 
and ad director of all Curtis pub- 
lications, heading a department 
staffed by 185, of whom 146 are 
salesmen. Since Curtis is run like 
‘four separate businesses — edi- 
'torial, production, circulation and 
| advertising — frequent staff con- 
ferences are necessary to coordi- 
nate activities. This means that 
officers of all the divisions get to- 
gether at least weekly to make 
important decisions. Moreover, 
with branch offices in New York, 
Chicago, Cleveland, Detroit, Bos- 
ton and San Francisco, it means 
that Art’s trekking days are not 
over by any means. He makes 
his headquarters in the Phila- 
delphia office, but visits the New 
'York office at least every ten 
/days and makes a circuit of the 
_ other offices several times a year. 
Art entered the publishing busi- 
| ness as a young man not long out 
| of college. His first real job—not a 
' vacation fill-in, was with Woods 
Motor Vehicles, Inc., maker of 
/motor cars, what Art calls “glass 
| buggies—you pushed a button and 
"away you went.” He was hired 
/to work in the purchasing depart- 
/ment, but wanted to get into sales. 
When the chief engineer told him 
the salesmen were “starving to 
death,” Art decided it was time 
for him to step into another field. 
Like many young men of the flush 
20s, he tried selling securities for 
a while. Again Art saw the be- 
ginning of the end of that boom 
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and got himself a job with Cur- 
rent Opinion, a limited appeal 
publication with a circulation of 
125,000. 

It was while he was western 
manager of Current Opinion that 
he heard through Bill Hart, now 
Du Pont ad manager, that Curtis 
was looking for men for their 
Philadelphia office. Hart put in 
a word for him and a wire called 
Art to Philadelphia. 

A little scared because he did 
not know whether he would size 
up to the demands of this colossus 
of the publishing business, Art 
arrived in Philadelphia in 1925 to 
start as an ad salesman for The 
Saturday Evening Post. He 
watched his fellow-salesmen. They 
didn’t seem to be working too 
hard, so he decided he’d work 
harder, as if he were working for 
himself. He kept moving, making 
friends in agencies. These friends 
scon began giving him tips which 
paid off in added business. 

Art was doing fine. Within two 
years he was made manager of 
the Ladies’ Home Journal in the 
Philadelphia branch office. The 
following year he became man- 
ager of all the publications in that 
office, and in August, 1937, of the 
New York office. 

When Fred A. Healy died sud- 
denly while attending the Army- 
Illincis game in New York last 
fall, Kohler stepped into his place. 

It was the initial jump into the 
position of manager for the Ladies’ 
Home Journal that gave Art the 
momentum to ride on to the top. 
That was a matter of the right 
man being in the right place at 
the right time, a combination of 
circumstances guaranteed to bring 
results. Art was the bright new 
man with his eye obviously on the 
ball. When the then manager re- 
tired at the age of 40, Art was 
the likeliest man for the job. 

His philosophy paid off—mov- 
ing around that brought him into 
contact with the right people, the 
smile that made them his friends. 
And it was fun. For Art insists 
that you’ve got to get fun out of 
your work if you hope to be suc- 
cessful. 

His recipe for a good salesman 
is: Affection for people, a pleas- 
ant approach and real enthusiasm 
for what you have to sell—it’s 
like preaching the Gospel, he 
says; you have to be something 
of an evangelist to be a good 
salesman. But first, he advises, a 
young fellow should travel around, 
get to know a lot of different 
kinds of people, get the corners 
knocked off, before he is ready for 
a real career in selling. 

He advises advertising salesmen 
to familiarize themselves with ad- 
vertisers’ business. To do this they 
must spend a lot of time in the 
field, learning the advertisers’ 
problems and helping him with 
them. 

“The day of the so-called space 
seller is passing out,” he asserts. 
“The man in the media field 
should be able to make a contri- 
bution to the advertiser, study his 
problems to see what he can do 
to solve them and fit advertising 
into the picture on an intelligent 
basis. Things have changed dur- 
ing the last 15 years. Advertising 
agencies are now doing a great 
deal of research, but we at Curtis 
still keep our men at it all the 
time. We find we have better 
informed and therefore more use- 
ful men because of it.” 

At 56 Kohler looks like a man 
at least ten years younger. Art 
and his wife, the former Lucille 
M. Titus, of Lansing, Mich., his 


sweetheart of high school days, 


live on  Philadelphia’s famed 
“Main Line,’ in Rosemont, Pa. 
Their two sons are on their own 
now—Robert T., with the Refinite 
Co., maker of water conditioning 
equipment, in Nebraska, and Ar- 
thur Jr., an ad salesman for Farm 
Journal in New York. 
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Advertising Age, September 


Tourists Flood 
Britain; Others 
Bid for ‘em, Too 


LONDON — Tourist travel in| 
Britain set a new peak during July 
and is expected to attain handily 
a 1948 estimate of 500,000 visitors. 

During July alone the total 
number of tourists arriving in 
Britain exceeded 90,000, breaking 
all records, according to Lord 
Hacking, chairman of the British 
Travel Association. Total for the 
year up to then was set at 300,000 
and there is little doubt, said Lord 
Hacking, that the association’s es- 
timate of 500,000 visitors this year 
will be reached. 

The British travel group has 
had $1,200,000 available for 1947- 
48 promotion, according to a re- 
port compiled for the Oslo con- 
ference of the International Union 
of Travel Organizations. Of these 
funds, about 25% was spent di- 
rectly overseas. 


Others Compete, Too 


Substantial sums also are being | 


invested by travel associations in 


other European countries to at-| 


tract foreign visitors, the report 
disclosed. Expenditures of the 
Swedish Tourist and Travel Asso- 
ciation are estimated at almost 
$165,000 for 1948-49, of which 
about $35,000 is being spent on 
promotion in the United States. 
Sweden’s visitors last year totaled 
145,000, as against 100,000 during 
the last prewar year. 

The Norwegian Travel Associa- 
tion is spending $106,000 during 
1947-48 on tourist promotion, with 
about $27,000 earmarked for its 
New York office. The Danish 
Travel Association estimates its 
1948 income at $131,000. Promo- 
tion in the U. S. calls for $21,000, 
exclusive of printed literature 
prepared in Denmark. 

Greece plans to spend $33,000 
on promotion in the United States 
during 1948-49, while Luxem- 
bourg has set an annual budget 
of $41,000 for the 1948-51 period, 
with half of the funds to go to the 
United States. 


Funds Based on Receipts 


Promotional funds for Austria, 
it is estimated, will not exceed 
2% of the country’s expected re- 
ceipts in foreign currency. With 
foreign tourist traffic starting up, 
the available budget is expected to 
increase from $50,000 for the 
April-June, 1948, quarter to 
$250,000 for the similar quarter in 
1952. A $1,000,000 total -is esti- 
mated for the five seasons. 

The Oslo report makes no men- 
tion of advertising expenditures 
by private travel companies, be- 
cause adequate information is not 
available, but it estimates that 
the amount of money to be spent 
by these firms will at least equal 


the sums set aside by the national | 


organizations. 


Norvell to Westinghouse 


William C. Norvell, 
chief of the specifications section 
in the office of airports, lighting 
division, Civil Aeronautics Ad- 
ministration, has been 
manager of the aviation sales of 
the Cleveland lighting division of 
Westinghouse Electric Corp. Mr. 


Norvell was with Westinghouse 
from 1936-1939. 

Meyer Joins CBS 

© Rebert Meyer, formerly Euro- 
¢pean sports editor for the United 
Press, has joined the Hollywood 
CBS press information depart- 


iment as a publicist. He will write 
special features on network pro- 


‘rams. He succeeds Carroll Nye, 
fwho has been made trade news 
feditor replacing Don Sweeney, 


who has resigned. 


formerly | 


named | 


Curtis Shifts Three 


Harold F. Ellsworth, formerly 
with Meredith Publishing Co., has 
joined the research department of 
the Curtis’ Publishing Co., Phila- 
delphia, as assistant in The Satur- 
day Evening Post research. He re- 
places Robert Goshorn, who 
succeeds Malcolm Russell in 
Country Gentleman research. Mr. 
Russell has been transferred to 
the Country Gentleman sales staff 
in the Philadelphia branch office. 


Rainey Resigns 

Morton J. Rainey has resigned 
his post as vice-president and 
sales manager of Morse Twist Drill 
& Machine Co., New Bedford, 
Mass., an affiliate of Van Norman | 
Machine Co., Springfield, Mass. 
Mr. Rainey will be succeeded by 
J. C. Kuhn, who has been with' 


the Van Norman Co. for some 


time. 


Issues 248-Page Paper 

On Sept. 1, the Sacramento Bee 
published its first “Progress Edi- 
tion” since before the war. A total 
of 248 pages, ten special sections 
combined with the regular daily, 
made up this edition, giving a 
complete record of the growth 
which has taken place in this 
area. 


WBBO Names Hutchins 


L. O. Hutchins, for the past two | 


years commercial manager of Sta- 
tion WWGP, Sanford, N. C., has 
been named commercial manager 
of Station WBBO, Forest City, 
N. C., succeeding Ken Beachboard, 
who has resigned to become man- 


ager of Station WLOS, Asheville, | 


N.C 


for 
VISUAL 
selling 

of 

your product 


Woonsocket 


can be sure 


PARTIAL LIST 
OF CONTENTS 


When to go after inquiries, 
and when not to. 


Long copy versus short. 


How to advertise when you 
“have nothing to sell.” 


High readership versus the 
highly selective appeal. 
Helping your readers solve 
a problem. 


What your dealers want to 
know. 


Four basic steps in creating 
“Copy that Clicks’’— with 
readers. 


Maybe you can’t tell which twin has the Toni, 
or how your Hooperating is doing in Upper 


, but if you have anything to sell 


to business or industry, there is one thing you 


of—now, next month, and the 


year after next. And that is this: 


Whatever your prospect may read (or listen 
to) for recreation, the moment he picks up his 
favorite business paper, he’s all business. 


He isn’t reading for “‘escape’’, and he doesn’t 
want to be entertained. What he does want is 
helpful information about his everyday job 
problems—and he’ll read anything that 


promises to deliver it, whether he finds it in 
the editorial columns or the advertising pages. 


Maybe that’s why some of the most successful 
advertising to be found anywhere today is 
appearing in the business press. Examples? 
ABP has just published a whole volume full— 
including an honest appraisal of the objectives 
and techniques that made these campaigns 
click with readers. 


If you’re a copywriter, an agency exec or an 
ad-manager, “Copy that Clicks’ is your book. 
The coupon below, or a note on your company 
letterhead, will bring your copy by return mail. 


THE ASSOCIATED 
BUSINESS PAPERS 


| 

| 

| An association of 137 independently owned and operated business 

| papers. Membership is confined to business papers entered under 
| second class postage and audited by the Audit Bureau of Circula- 

| 

| 

1 


tions. Members of ABP subscribe to a code of high editorial, adver- 
tising and circulation standards, and pledge themselves to deliver 
publications worthy of the subscriber's money and the adver- 
tiser’s investment. 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N.Y 


Please send me a free copy of “Copy 
that Clicks.” 
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Century Milstead has been 
named sales supervisor of the New MacDonough to Ad Post 
Wm. A. MacDonough has been 


York branch of Sunroc Co., man- ) nc 
ufacturer of water coolers. _appointed advertising and _ sales 
| promotion manager of Coolerator 


Gets Flower Account Co, Duluth, 


Minn. For the 

The Seattle office of Pacific Na- past three years 

tional Advertising Agency has| he has been with 

been appointed to handle the ad-| the home appli- 
vertising of the Sherwood Bulb 


ance department 
Gardens, Sherwood, Ore. of Genemat Mills, 


Sunroc Names Milstead | Coolerator Appoints 
| 


first as sales pro- 
motion manager 
| and later as sales 
| manager. 

In addition 
| Mr. MacDonough 
| has been asso- 
| ciated with the 
Jam Handy Organization, Gray- 
| bar Electric Co. and Burr, Patter- 
|}son & Auld Co, 


W.H. Beecue says: 


Wm. MacDonough 


e 


at bat! 
')} MUTUAL in Memphis 
yy, _—a mighty market— 

Represented by 
WALKER COMPANY 


‘Dittman Opens Studio 

H. W. Dittman, formerly art 
director of Standard Brands, has 
opened his own advertising art 
service at 523 Clay St., San Fran- 
cisco. 


| 


Big St. Louis 


hands in big St. Louis. 


Any paper hanger knows that it takes two hands to do 
his job. So does every alert advertiser who wants to 
capture or maintain his position in America’s 9th biggest 
market. That market is the compact St. Louis retail trad- 
ing zone where over 475,000 families live. In this zone 
are concentrated more than four-fifths of the 176,000 
St. Louis Star-Times evening reading families. Here you 
have a combination of rich market and intensive coverage 
teaming up to give low-cost impact that really sells mer- 
chandise in St. Louis. For best results, it pays to use both 
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| Momestic Engineering 176 157, Was established in January 1946, 
Flectrical Dealer ....... 52 72 Officers are Dick Dorrance, 
Electrical Merchandising “as wee president and_ secretary, and 
Flectriesl Wholesaling... *87 +9, Harry O’Brien, executive vice- 
Farm Favinment Retailing $103 $91 president and treasurer. Directors 


are Mr. O’Brien, Mr. Dorrance 
‘and Townsend M. McAlpin. 
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Business Papers’ 


Ad Volume Off 
5.4% in August 


Cuicaco — Business papers in 
August suffered a 5.4% decline in 
advertising volume, according to 
Industrial Marketing’s monthly 
tabulation, covering 231 business 
publications. The August issues 
contained 23,926 pages of adver- 
tising, against 25,293 the same 
month last year. 

The month’s totals brought their 
eight-month volume to 215,396 
pages, down 1,257 or 0.6% from 
the 216,653 carried in the same 
period of 1947. 

The 137 industrials had a 4.2% 
loss in August, carrying 15,351 
pages against 16,020 a year ago. 
They are still 0.3% ahead of 1947 
for eight months, having carried 
a total of 135,968 pages compared 
with 1947’s 135,511 pages. 

The 52 trade, 25 class and 17 
export publications were off for 
August and are all down for the 
year to date. The trade publica- 
tions carried 5,557 pages in Au- 
gust, down 6.4% fom 5,935; in 
eight months they are off 2%, to 
51,063 from last year’s 52,100. 

Class publications carried an 
even 1,900 pages last month, down 
7.4% from 2,052 in August, 1947. 
In eight months, their total of 17,- 
915 pages is down 600 or 3.3% 
from 18,515. Export publications 
ran 1,118 pages in August, down 
3.1% from 1,286, and in eight 
months carried 10,450, down 77 or 
0.7% from 10,527. 


Von Ammon Succeeds 
Williams as Wilson A.M. 


Carl von Ammon, formerly as- 
sistant advertising manager of 
Ekco Products Co., Chicago, has 
been appointed advertising man- 


C. von Ammon F. Williams 


ager of Wilson Brothers, Chicago, | 
manufacturer of men’s wear, suc-| 
ceeding Fred C. Williams. 

Mr. Williams has joined Batten, | 
Barton, Durstine & Osborn, Chi-| 
cago, as account executive on| 
Wilson. Prior to his association | 
with Wilson, Mr. Williams was a 
representative for Street & Smith! 
Publications. 


On the east coast of Iowa lies 
Davenport, Iowa .. . the trading | 
center of the vast area comprising 
300,000 people known as the 
Quad-Cities, 

Because of its booming industry, 
and greatly profitable market 
advantages ... Davenport is truly 
“America’s Most Amazing 
Community.” The many firms 
opening new plants here prove 

this beyond doubt. Sales 
Management says that Davenport 
was SIXTH highest in the nation, 
in percentage of retail sales 

gains (June, 1948, compared 

with June, 1947.)! 


In Davenport, too, are located 
“America’s Most Amazing 
Newspapers.” Throughout this entire | 
marketing area... only these 

two Newspapers give complete 
coverage. Write for Market Booklet. 


The DAVENPORT NEWSPAPERS 
. | 


THE DAILY TIMES—THE DEMOCRAT 
LEADER—DAVENPORT, IOWA 
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Buchanan Elects 


Montgelas President 

Rudolph Montgelas, 
vice-president of 
Co., New York, has been elected 
president of the 


agency (AA, 
Sept. 6). With 
the agency for 
13 years and 


vice - president 
for one year, Mr. 
Montgelas suc- 
ceeds T. S. Bu- 
chanan, who has 
been inactive be- 


cause of poor 
health. 
Mr. Montgelas R. Montgelas 
has handled the 
Paramount Pictures and Clark 


Bros. gum accounts. 


Chanel Elects Thomas 


H. Gregory Thomas, a director 
of Chanel, Inc., New York, has 
been elected president of the com- 


pany. 


Starrett Plans 


formerly | $75,000 Campaign 


Buchanan &| 


| New York—The Starrett Tele- 
| vision Corporation, which now has 
receivers on sale in Philadelphia, 
Washington, Baltimore and New 
York, will launch its first adver- 
|tising campaign in a few days. 
Now turning out 500 sets a 
week after a few months of pro- 
|duction, the company expects to 
ispend from $50,000 to $75,000 in 
its fall drive. Most of the figure 
will be devoted to newspaper pro- 
motion, which will break soon 
with seven-column ads in mar- 
kets where the sets are available. 
Starrett will concentrate on the 
production of large-screen sets, 
featuring a 16-inch model con- 
taining the new metal Tel-O- 
Tube and priced at $695. The 
\line ranges from a 10-inch con- 
solette at $349 to a 15-inch AM- 


| FM-video-phonograph combina- 
ition at $1,795. 
Television programs in cities 


‘where Starrett sets are sold also 


are planned for the near future. 
'In addition the company is buy- 
ing space in business newspapers. 
The campaign is_ coordinated 
|through Cole & Chasen. 


Are Yo 

rienced in Western Food Processing? 
WESTERN PACKING NEWS SERVICE 
(Est. 1939) covers production and distri- 
bution of Calif., Ore., Wash., packers of 
canned, dried, frozen and specialty foods. 
Subscription $5 yearly. Sample on request 
Publishers: $.D.McFadden News Bureau 
7 Front St., San Francisco 11, Calif. 
Also Publish West. Trucking News Serv. 


540 N. MICHIGAN AVE. © 185 N. WABASH AVE.- 
AION, MICHIGAN AVE. © 111°E. DELAWARE ST. 
fi PHONE WHI. 5355 . 
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FIC’s Edwards 
Minimizes Hazards 
of Setting Prices 


Economist Denies 
Courts Have Banned 
All Delivered Prices 


WASHINGTON—The Federal | 
Trade Commission’s chief econo- 
mist, Dr. Corwin D. Edwards, is 
offering a two-fold formula for 
the business man who _ worries 
about the legality of his pricing 
methods, in the light of recent 
FTC and Supreme Court rulings: 

1. Be sure you are not a party 
to a price fixing conspiracy. 

2. Beware if your customers 
begin finding price differentials 
which cannot be supported by cost 
justifications. 

In a recent talk before a Com- 
merce Department seminar, Dr. 
Edwards charged that conclusions 
drawn by some writers about the 
alleged illegality 
of delivered price 
systems “are 
much _ broader 
than can be jus- 
tified by the offi- 


cial acts of the 
commission and 
the courts.” 


Noting that it 
has been asserted 
that all delivered 
price systems are Dr. C. D. Edwards | 
unlawful, that 
uniform prices throughout the 
country are unlawful, that the 
only lawful method of pricing is 
f.o.b. mill, and that it is unlawful 
for a seller to absorb freight in 
competing with another seller, he 
said: 

“In fact, however, no commis- 
sion order has yet required f.o.b. 
mill pricing or forbidden freight 
absorption, except in a context of 
collusion or injury to competition, 
nor challenged the legality of uni- 
form delivered prices.” 


Is Not Inadvertent 


Contending that compliance 
with the law “is much easier than 
it is made to appear in some cur- 
rent comments,” he charged that 
“people who participate in price- 
fixing conspiracies know they are 
doing so.” 

“People who adopt a _ basing 
point system in the knowledge 
that they are acting along lines 
parallel to those of all others in 
the industry do not do so inad- 
vertently. 

“Injuries 


lead to complaints 


Printing buyers say 
we do a good job 
of offset printing 
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The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehali 5957 


which are addressed to the seller 
long before they reach the gov- 
ernment,” Dr. Edwards said.° “A 
concern which analyzes the com- 
plaints of its own customers has 
little chance of being surprised by 
an unexpected government com- 
plaint that it is guilty of price 
discrimination.” 

One of the nation’s outstanding 
authorities on cartels, Dr. Ed- 
wards joined FTC last November. 
His remarks on pricing methods 
became available to the press only 
last week. The complete text fol- 
lows: 


Two Laws Involved 


The Federal Trade Commission 


enforces two laws under which 
basing point systems have been 
challenged These are the Fed- 


eral Trade Commission Act, which 
forbids unfair methods of com- 
petition and unfair acts and prac- 
tices in commerce, and the Robin- 
son-Patman Act, which forbids 
price discriminations that injure 
competition except in so far as the 
price differences can be justified 


by differences in cost. It will 
clarify matters if we keep these 
two laws sharply distinct in con- 
sidering the present status of bas- 
ing point systems. 

The commission has challenged 
basing point systems under the 
Federal Trade Commission Act 
when these systems are used by 
a group of concerns in an indus- 
try to establish identical prices at 
each delivery point and thus to 
eliminate price competition. In 
this type of case, the essence of 
the charge is the oldest and most 
fundamental violation of the anti- 
monopoly laws—that is, collusive 
price fixing. If competitors agree 
to fix prices, they have violated 
the Federal Trade Commission 
Act, no matter what means they 
use to bring about the result. 

In the cement case, the com- 
mission found, and the Supreme 
Court sustained the finding, that 
an important means had been an 
agreement to abide by a basing 
point price formula. The case in- 
volving the steel industry, which 
is now being heard in the com- 


mission, rests on a similar charge, 
the truth or falsity of which the 
commission has not yet decided. 


Disciplining Involved 


An attack upon collusive price 
fixing through the use of basing 
point systems does not necessarily 
constitute an attack upon the bas- 
ing point method of pricing. If 
one company quoted prices cal- 
culating from a basing point other 
than its point of production, and 
if it did so in a setting in which 
different methods of pricing were 
followed by its competitors and 
identity of delivered prices was 
not in fact achieved, there would 
be no ground for a charge of col- 
lusion. In any particular case of 
collusion, the question how far a 
basing point system may have 
been used to contribute to the 

| collusive result is one of fact. 

The commission emphasizes the 
basing point system if it is so 
complicated, so rigid, and so con- 
trary to competitive common 
sense in its results, that its con- 
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tinued existence gives persuasive 
evidence of the existence of the 
collusion and if it is so central tha’ 
its abandonment would be likely 
to destroy the collusion. However 
I must point out that in the ce- 
ment case the proof of collusior 
did not rest on the basing point 
system alone but also upon disci- 
pline of price cutters, admission: 
by members of the industry, and 
various other types of evidence. 
Similarly, in the pending steel case 
the charge of collusion does not 
rest upon the basing point system 
alone. 

In one case, involving Rigid 
Steel Conduit, the commission had 
attacked a basing point system un- 
der the Federal Trade Commission 
Act by charging that the concerns 
in the industry are individually 
and separately in violation of the 
Federal Trade Commission Act in 
following this system. The charge 
is one of two counts in a complaint 
in which the other count alleges 
collusion. Moreover, the charge 
rests upon the assertion that each 
member of the industry employs 
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the system in the knowledge of, 


the fact that the other members 
have been and are employing it. 

Thus even this charge rests 
upon a concert of action which 
brings about an economic effect 
undistinguishable from the collu- 
sion which is also charged in the 
same complaint. From a layman’s 
point of view, the difference be- 
tween this charge and the ordi- 
nary charge of collusion consists 
of the kind of evidence needed to 
prove the case rather than in any 
change of the conditions under 
which a basing point system is 
open to attack. The circuit court 
has sustained the commission’s 
position in this case, but the Su- 
preme Court has not yet acted 
upon it. 


On Patman Act 


There is no instance in which 
the commission has charged that a 
single company using a _ basing 
point system without regard to 
what its competitor is doing is in 
violation of the Federal Trade 
Commission Act. 
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Just as collusion is the key to 
the problem under the Federal 
Trade Commission Act, injury to 
competition is the key to the prob- 
lem under the Robinson-Patman 
Act. This statute condemns price 
differences of any kind not justi- 
fied by cost differences if the effect 
is to injure competition either 
among the sellers or among the 
customers of the discriminating 
seller. When a basing point sys- 
tem is used, people in different jo- 
calities are charged different prices 
which are systematically related 
to the distance freight-wise from 
the base but bear no systematic 
relationship to the distance 
freight-wise from the seller’s ship- 
ping point. If these price differ- 
ences create nofinjuries to compe- 
tition, there cay be no violation of 
the Robinson-Pgtman Act, no mat- 
ter how bizarregthe price structure 
may seem when compared with 
the freight strurture. 

However, if competition is in- 
jured by the price differences, the 
fact that these differences bear a 
perverse relationship to the freight 


costs prevents the seller from suc- 
cessfully defending himself by 
showing that his discriminations 
are justified by differences in cost. 


Consequently, injurious discrimi- 
nations of this kind are violations 
of the law. 


Offers Conclusions 


Being unable to justify them- 
selves by cost differences, those 
who use basing point systems 
sometimes argue that their dis- 
criminations have been made in 
good faith to meet the equally low 
prices charged by competitors. 
The law provides an exemption 
for this kind of defensive discrimi- 


nation. In the cases in which such 
a defense has been offered, the 
courts have rejected it on the 


ground that the facts did not sup- 
port the claim. They have given 
weight to the point that the de- 
fendants not only reduced prices 
where a competitor’s price was 
lower, but also raised prices where 
the basing point formula called for 
an abnormally high price. They 
have also emphasized the fact that 


the so-called practice of meeting 
competition was reciprocally and 
continuously engaged in by all the 
concerns in the industry, not only 
when competition became appar- 
ent but at all times. 

In the light of this analysis, I 
offer a few conclusions as to the 
present status of the basing point 
problem. 

1. Basing point systems, as 
such, are under no special attack. 
In proceeding against collusive 
price fixing and injurious price 
discriminations, the commission 
attacks basing point systems where 
they appear to be central in such 
illegal arrangements. 

2. Conclusions drawn by some 
writers about the alleged illegality 
of delivered price systems are 
much broader than can be justified 
by the official acts of the commis- 
sion and the courts. It has been 
asserted that all delivered price 
systems are unlawful, that uni- 
form prices throughout the coun- 
try are unlawful, that the only 
lawful method of pricing is f.o.b. 
mill, and that it is unlawful for a 
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that buy the most 


HAT makes Better Homes & Gardens 

such a remarkable advertising medium 
is the fact that it reaches a g@lear-cut definite 
prosperous homes. : 


It does it because it’s devoted 100% to service 
on better living ia better homes. 


Naturally, casual readers don’t buy it. Nat- 
urally, husbands and wives whose big interest 
is home and family do buy it. 


only those with 


Better Homes & Gardens’ hundreds of sug- 
£ 


gestions every month, 


This screening gives you over 3,000,000 


families with incomes among the highest for 


all big magazines. 


They read BH&G solely to do things and to 
buy things. (All service, remember—no side 


lines.) Is your ad there when they're getting 


ideas and making up their minds? 


Maybe you'd like our representative to tell 


you more about how editorial screening selects 


your best market for you. 


seller to absorb freight in compet- 
ing with another seller. In fact, 
however, no commission order has 
yet required f.o.b. mill pricing nor 
forbidden freight absorption, ex- 
cept in a context of collusion or 
injury to competition, nor chal- 
lenged the legality of uniform de- 
livered prices. Since the courts 
have had no such order presented 
to them, it goes without saying 
that they have sustained none. 


Compliance Is ‘Easy’ 


3. Compliance with the law is 
much easier than it is made to ap- 
pear in some current comments. 
People who participate in price- 
fixing conspiracies know that they 
are doing so. People who adopt a 
basing point system in the knowl- 


|edge that they are acting along 


, Consequently, 


lines parallel to those of all others 
in the industry do not do so inad- 
vertently. Abandonment of such 
concert of action is as feasible as 
the abandonment of any price-fix- 
ing scheme. Although, where the 
plan has endured for many years 
the change may be painful to the 
persons involved, there is no basis 
for the claim that people do. not 
know how to comply with the 
Federal Trade Commission Act. 

The injuries to competition 
which create illegality under the 
Robinson-Patman Act may arise 
from a particular price differen- 
tial but do not necessarily do so. 
at first glance, it 
seems difficult for a seller to know 
whether he is in violation of this 
part of the law. In practice, how- 
ever, such injuries lead to com- 
plaints which are addressed to the 
seller long before they reach the 
government. 

A concern which analyzes the 
complaints of its own customers 
has little chance of being surprised 
by an unexpected governmental 


complaint that it is guilty of price 
| discrimination. The practical way 


in which a business man can be 


_confident of the legality of his own 


pricing methods is to be sure that 
he is not a party to a price-fixing 
conspiracy and that his customers 
are not challenging price differ- 
ences for which he can supply no 
cost justification. 


MacVickar Joins BBDO 


James S. MacVickar, for the 
past 13 years an account execu- 
tive of Ruthrauff & Ryan, New 
York, has joined Batten, Barton, 
Durstine & Osborn, New York, as 
acccunt executive on The Satur- 
day Evening Post. 


in Savannah 


. « « and in the homes of 
over a million people, in 79 
counties, of the great 
Georgia-Carolina seaboard 
market. 
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Lone Ranger, 15 Years 


in Saddle, Riding High 


Started to Save a 
Radio Station; Now 
Fabulous Success 


TROIT—For 15 years, the 
Lone Ranger has been galloping 
acra@ss the southwestern plains, his 
Vibmnt “Hi-Yo Silver” ringing 
through the airways, making 
friends, making customers for his 
sponsors—and making money for 
his creators. 

Only two months ago, the pro- 
gram further proved its influence 
on American thought patterns 
when Cheyenne, Wyo., a city of 
25,000, “officially” changed its 
mame to Lone Ranger Frontier 
Town, and the greatest razzle- 
dazzle generated in Wyoming in 
many years was developed in 
connection with the city’s annual 
rodeo. 

It hasn’t always been so simple, 
however. Indeed, for almost four 
months after the program made 
its debut over Station WXYZ on 
Jani 30, 1933, it was carried as a 
local sustainer — and_ sponsors 
weren’t even nibbling. 

A popgun turned the tide. On 
May 16 of the same year, the 
Ranger told his juvenile listeners 
that he would send a popgun to 
the first 300 children who wrote 
in and asked for one. 


Near Record Return 


Came the deluge. In two days 
the popguns were exhausted, the 
letters poured in in a_ steady 
stream, and be- 
fore the _ tidal 
wave subsided, 
24,905 letters had 
been received—a 
record exceeded 
only by Father 
Coughlin — and 
WXYZ was bare- 
ly audible out- 
side of Detroit. 

The Lone 
Ranger idea or- 
iginated in the 
fertile mind of affable George W. 
Trendle, president of Trendle- 
Campbell Broadcasting Corp.—at 
a time when his little Station 
WXYZ had severed connections 
with CBS, was losing $4,000 a 
week, and had to have some local 
programming to attract listeners. 


Had to Be Done 


Mr. Trendle and WXYZ’s co- 
owner, John H. King, decided that 
something had to be done—and 
done quickly. Four thousand dol- 
lars a week was big money, es- 
pecially when it was coming out 
of their pockets. 

For seemingly countless hours 
George Trendle went over every 
facet of his theater experience (he 
once had an interest in a movie 
theater chain) 
formula. 


George Trendle 


Sitting alone in his of- 


fice at night, reviewing idea after | 


idea, he finally became convinced 
that the program would have to 
be slanted toward boys and girls. 

Name stars were out of the 
question—they cost too much. The 
final formula, said Mr. Trendle 
in an interview with ADVERTISING 


AGE, grew out of his conviction | 


that “advertising should be di- 
rected at the youngsters because 
they will coax their parents into 
buying the advertised product.” 

He finally decided on a western 
background (the kids had 
jammed his movie houses to see 
western films) and an adult hero, 
who would command respect 
rather than envy. The hero had 
to have a trusty steed, and a big 
white stallion seemed to fill the 
bill. 


to find the right | 


The only thing lacking was a 
jname for the show. At a discus- 
/sion of the yet unborn program, 
| Mr. Trendle sketched his idea of 
a powerful but benevolent hero, 
with a mask to provoke the mys- 
tery element—something like the 
legendary Texas Ranger. 


The Wheels Turned 


No sooner had the words “Tex- 
as Ranger” passed the lips of the 
kindly, soft-spoken Mr. Trendle, 
than he bounded out of his chair 
and exclaimed; “There’s his name 
—the Lone Ranger. It’s got ev- 
erything.” 

Once the gears meshed, the 
wheels turned quickly. To write 
the show, he signed a young Buf- 
falo free lancer named Fran 
Striker, who previously had au- 
thored a manhunter series for 
WXYZ. The two have been .to- 
gether ever since, building and 
developing a series that has been 
profitable beyond their most fer- 
vent hopes. 

Only one difficulty remained. 
Mr. Striker had never been west 
of Buffalo before and knew noth- 
ing of western lore. He had im- 
agination, however—and a rugged 
constitution. It was only natural 
that he pictured his hero as a 
190-pounder who stood six-foot- 
three, could shoot like William 
Teli but who would never pull 
his six gun except on the side of 
justice. 

Mr. Trendle had equally defi- 
nite ideas as to what the Lone 
Ranger should be like. “He’ll be 
an educated man,” he mused. 
“He'll talk like one and command 
the respect of his listeners. He’s 


an Easterner, could have studied | 


at Harvard.” 
| 15 Scripts Discarded 
| Putting the two concepts to- 


,he needed an able adman on his 
staff, talked over his problem 
with H. Allen Campbell, then 
downtown commercial manager 
\for Hearst’s Detroit Times, and 
persuaded Mr. Campbell to take 
over the job. 

Through Mr. Campbell, the 
program was sold to Silver Cup 
bread. The Lone Ranger’s fame 
spread like fire through the prai- 
ries over which he rode. On Dec. 
1, 1933, it started on WGN, Chi- 
cago. A month later, it was on 
WOR, Newark. In January of 
1937, the Don Lee system brought 
the show to the Pacific Coast, and 
by the following April, the “Hi- 
Yo Silver” call was _ ringing 
through the Yankee and Colonial 
networks. 


General Mills Buys 


Not until March 14, 1941, how- 
ever, did Mr. Trendle and Mr. 
Campbell (who had risen to gen- 
eral manager) strike the mother 
lode. General Mills bought the 
show (now handled through Dan- 
cer-Fitzgerald-Sample, Chicago) 
on that date. It was iater 
switched to ABC and now is aired 
three times weekly (Monday, 
Wednesday, Friday) over 245 
ABC stations. 

When Nielsen Radio Index rat- 
ings were first released to the 
press last November, the program 
ranked 17th in audience rating, 
but easily topped all other leading 


|per dollar basis. The Lone Ranger 


_ showed 878 homes reached per | 


|dollar, while the next highest eve- 
'ning show reached 497 homes per 
dollar. 

One month later, on Dec. 15, it 


a-week nighttime programs, 
with the evening two to five a 
week, 5-30 minute programs, and 
led the field in total audience. It 
|has not dropped below that posi- 
tion since, although several of the 
|short evening news programs have 
ilshown consistently higher homes- 
per-dollar standings. 


Formula Never Varies 


gether was a bit more difficult. | 


Fran Striker wrote 15 scripts be-| 
it was | never varied. 
“right.” The first Lone Ranger|a program,” says Mr. Trendle, | 
|program took to the air with a | “that the kids like, but which is 
(first name | still 


fore Mr. Trendle felt 


man named Deeds 
long forgotten) in the title role. 

It wasn’t too long, however, 
before a young member of the 
company by the name of Brace 
Beemer was given the lead. He 
looked the part. Moreover, he 
had busted Army mounts back 
in Kansas when he was 14 years 


tol shot (he recently scored 97 
out of 100 at an FBI meet in 
Washington). 

There was no_ great. splash 
when the show hit the airwaves. 
It caused hardly a ripple. In 
fact, it looked for a time as if it 
|were doomed to be a _ sustainer 
indefinitely — until the popgun 
|/episode. Even then, however, 
|sponsors were hard to find. None 
| bought. 


'Trendle had further proof that 
the Lone Ranger had _ ridden 
|straight into the hearts of Young 


Soon afterward, in 1933, Mr. | 


The formula for the show has 
“We are providing 


near enough to the adult 


‘level to be interesting to mother 


and dad.” 
“We endeavor to give the kids 
a bit of history of the Southwest, 


and have made the Ranger a/§ 


legendary character whose actions 
are based on authentic back- 


| 


America. The Ranger was sched- | 


uled to make an appearance at 
the annual Detroit recreation de- 
partment’s school circus on Belle 
|Isle, a Detroit park. 


| 
| 


Circus Breaks Up 


ground dug up by our research 


old. And he was an expert pis- | department.” 


In addition, the Lone Ranger 
must speak only perfect English 
(school officials love this), he 
never smokes, drinks, tells an off- 
color story and, most important, 
never shoots to kill. He can only 
draw his gun to prevent an in- 
nocent third party from being 
wronged, he always fights on the 
side of law and order, and no 
matter how dastardly a deed is 
inflicted upon him, his heart must 
bear no vengeance. 

Three half-hour shows each 
week were too heavy a job for 
one script writer. As a result, 
there now are five. 

The identity of the Lone Ranger 
has never been stressed. In fact, 
when Brace Beemer left the role 


jin the late ’30s to become mana- 


ger of WXYZ, the part fell into| 


the hands of Earl W. Graser with- 
out detection. Graser was one of 


evening shows on a homes reached | 


was no longer classed with once-.| 
but | 


YOUTH APPEAL—The Lone Ranger, created by George W. Trendle |5 years 
ago, again proved his tremendous popularity both with the children and their 
parents at the windup of General Mills’ big Lone Ranger Frontier Town promo- 
tion in Cheyenne, Wyo. Brace Beemer, six-foot-three masked man, busted broncs 
| at 14, shoots in pistol competition, and is obviously adored by his small fans. 


| size. “We're selling the Lone/|inal Lone Ranger in rodeos. 
|Ranger, and he’s plenty strong! Early this summer, General 
enough to ride alone.” Mills wrapped up what Mark 

No studio audience has ever|Woods of ABC later called the 
seen the show, nor ever will if| biggest and most successful pro- 
|Mr. Trendle has his way. Even | motion of a radio show in history. 
| though the program is “live,” ex-|It started early in June as a con- 
|cept in the South, “we must not/|test to celebrate the 15th anni- 
‘tear down the illusion that has|versary of the Lone Ranger show 
been created in the minds of the | and, incidentally, to promote Gen- 
| youngsters. leral Mills’ six-year-old Cheerios. 
| “Should a boy call us and say| On Monday, Wednesday and 
‘he’d heard that Hi-Yo Silver’s | Friday broadcasts, listeners — 
hoofbeats are merely taps in a those 15 years old and under, at 
sand box we can honestly tell | least—were asked to guess what 
'the youthful caller to demand |city or town in the nation would 
whether his informant has ever /|change its name to Lone Ranger 
actually seen the program,” says | Frontier Town. Entries were to 
Mr. Trendle, obviously satisfied | be accompanied by statements on 
'that he has kept faith with the | “Why we should support the Na- 
kids. tional Society for Crippled Chil- 

Silver, the great white horse, | dren,” and entrants could, if they 
actually exists. He lives up to his | wished, send in a donation to the 
high station in life, and to the ex- | society—but only in separate en- 
citement and glamor that goes | velopes. 
|with it. At present, however, he 
'is taking a long rest in the coun- 
‘try and is being treated for ill- | 
| ness. 

On Aug. 1, 1946, Mr. Trendle 
| and his partner, Mr. King, sold 
| WXYZ to ABC for $3,650,000 and 
|kept the three shows which had 
| been developed, ‘“‘The Lone Rang- 
ler,” “The Green Hornet” and 
‘*Challenge of the Yukon.” 
(Quaker Oats has just signed to 
sponsor the latter.) Mr. King re- 
tired to his palatial home in Up- 
per Michigan. 


Special Event 


On June 25, one Kenneth Fried- 
ley, 15-year-old Cleveland boy, 
won about $3,500 in prizes for 
‘correctly naming Cheyenne, Wyo., 
as the town. On June 30 it offi- 
cially did change its name. Chey- 
enne stores sported special store- 
|fronts, newsreels were taken, a 
rodeo held, and Brace Beemer 
entertained the children and their 
older friends. 

Besides top state officials the 
guests included Mark Woods; 
General Mills’ chief executive 
Leslie Perrin in cowboy regalia; 
and J. G. Sample, Dancer-Fitz- 
gerald-Sample’s vice-president, 
who rode a horse in the day’s pa- 
rade. 

Future plans? To date, Mr. 
Trendle and his associates have 
'sold 90 licenses for Lone Ranger 
hats, cap pistols and a host of 
other royalty earners—and the 
list 1s expanding as rapidly as 
new items with youngster appeal 
can be created. 


Form Trendle-Campbell 


When WXYZ was sold, Tren- 
dle-Campbell was formed, with 
/Mr. Campbell acquiring a larger 
|share of the stock. Raymond J. 
Meurer, attorney and counsel for 
the organization, became a mem- 
ber of the new firm. He and 
Mr. Campbell share the quarter 
of the stock not owned by Mr. 
Trendle. 

The Lone Ranger has become a 
fabulous venture. In addition to 
his earnings on the radio, he rides 
through comic strips in 75 metro- | 


politan newspapers in the U.S. WNBW Revises Its 


ral j | . 
and South America every week. | Video Rate Schedule 


The Sunday strip also is winning | ‘ 
him a host of new friends in Aus-|__ The first published rate card for 
tralia and Europe as quickly as he; WNBW, NBC’s Washington tele- 
catches bad men. vision station, provides an hourly 
; .._ | base rate of $150, against $100 
Every three months, the strips | previously, for Class A time 
are pulled together and pub- | (6-10:30 p.m.) Three-quarters of 
lished in the Lone Ranger comic | that rate will be charged for Class 


|book, which sells 4,000,000 an-|B time (5-6 pm, Monday 
nually. | through Friday; 1-6 p.m. Satur- 
It was inevitable that others|day and Sunday; 10:30-11 p.m., 


duplicate Mr. |Sunday through Saturday.) One- 


Id seek t 
+e ye? 7 Latest effort half of the base rate will apply 


Trendle’s success. i. ait ether theae 
was the Lone Star Ranger, which | Studio usage charges are gradu- 


| federal Judge John W. Murphy of | ateq from $240 for three hours on 
|Scranton, Pa., ruled off the radio|g one-hour live program to $80 
and __ theatrical 


F< gy Ped ‘sane the few who had mastered the 
showed up. When the Ranger ap-|Vibrant “Hi-Yo Silver” voice 
peared, the children dressed in identified with the Ranger. 
horse, cow and goat costumes ‘Selling Lone Ranger’ 
were going through their antics. 

When he left, the show broke up. Mr. Graser was killed in an 


They followed him as if he were |auto accident in the early ’40s, at 
the Pied Piper. Police had to|which time Beemer returned to 
throw a cordon around the truck |the title role. He has held it ever 
in which Silver was loaded. since. “But we’re not selling Mr. 

The sponsor problem was still Beemer nor any other radio star,” 
acute. Mr. Trendle decided that| Mr. Trendle is quick to empha- 


ranges on 
ground that he was too much like 
the Lone Ranger. 


‘Successful Promotion’ 


Chicagoan Earl Curry, who 
fathered the Lone Star Ranger, 
was enjcined from using that ti- 
tle, from shouting “Hi-Yo Silver” 
and from dressing like the orig- 


the | for one hour on a five-minute 


|program. Film studio charges 
|range from $100 for two hours of 
‘film studio usage on a one-hour 
| telecast to $25 for a half-hour re- 
| hearsal on a five-minute film pro- 
gram. The base rate for one-min- 
|ute announcements or 20-second 
|} announcements is $40. Frequency 
|discounts are offered on all an- 
| nouncements. 
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Giveaways Expected to Get 
Attention of FCC Probers 
WASHINGTON—The special House 
committee investigating the FCC 
gives a sympathetic ear to indus- 
try spokesmen who contend that 
the commission is saying entirely 
too much about the program pat- 
terns which go out over individual 
broadcasting stations. Already a 
cunvenient sounding board for in- 
dustry members who feel FCC has 
been high-handed in expressing 
its feelings on the handling of 
political and religious broadcasts, 
the committee will undoubtedly 
have its say about “giveaways” 
before the issue is settled. The 
National Association of Broadcast- 
ers argues that FCC rulings on 
political and religious broadcasts 
are a form of “thought control.” 
Commission spokesmen say their 
recommendations are for the con- 
venience of broadcasters, who pre- 
sumably want to know the stand- 
ard of performance expected by 
FCC, which issues their licenses. 
* * * 


Treasury’s savings bond division 
is tooling up for a Nov. 11-Dec. 11 
promotion push to add 1,250,000 
persons to the payroll savings rolls, 
and 150,000 additional regular cus- 
tomers to the “bond-a-month” 
plan. Encouraged by nearly $3 
billion of sales during its April- 
July “security loan” drive, the 
savings bond staff is holding a 
sales development conference in 
St. Paul next week to discuss 
techniques for reaching its $7 bil- 
lion 1948 sales goal. 


* * * 


Federal, state and local govern- 
ment collected just under $50 bil- 
lion in taxes in 1947—$344 per 
capita, the Census Bureau reports. 
Three-fourths of the total, or $257 
per person, represented federal 


tax collections, with state govern- | 


ments receiving $47 per capita and 


local governments accounting for | 
Taxes on individ- | 


$40 per person. 
ual incomes provided more than a 
third of all governmental revenue, 
$18.3 billion. Sales and gross re- 
ceipt taxes and federal customs 
were the next largest segment, 
$11.3 billion. Corporation income 
taxes amounted to $9 billion. To- 
tal revenue of all governments was 
more than double the ’42 take. 
* ok 


Commerce Secretary Charles 
Sawyer created a stir by. battling 
against the Agriculture and State 


VARSITY 


THE YOUNG MAN’S MAGAZINE 
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is gomg places! 
VARSITY's circulation now well exceeds its 200,000 
ABC guarantee! It is read by young men from 16 
to 21, most of them are in college or are juniors 
and seniors in high school or have just started to 
work. Advertising rates remain at $590. per page. 
After product testing, VARSITY's guarantee seal is 
awarded to advertised products. VARSITY is pub- 


lished by The Parents’ Institute, Inc. 52 Vanderbilt 
Avenue, New York. 


By STANLEY E, COHEN, Washington Editor 


agencies and the courts are now 
outlawing basing point and zone 
pricing systems which have been 
accepted by industry for decades. 
Yet even within the key govern- 
ment agencies many officials 
privately doubt whether price 
competition, in the accepted sense, 
can be maintained in an indus- | 
trial economy. 


Departments to force a curtail- 
ment in the exports of grain. off-duty moments, many of the 


Noting big improvements in Euro- | St sincere experts in these lines 
pean crops, Secretary Sawyer | frankly question whether the anti- 
argued that it is time to cut ex- |'Tust laws, as conceived 50 years 


ports, and “give the American | “9° are enforceable. 
oo oe cS 


housewife a break” by taking the | 
pressure off domestic prices. | Final marriage and divorce to- 
° Fs |tals for 1947 are well above pre- 

The $64 question before the|war, but below the 1948 peaks, ac- 
Senate committee on trade prac-|cording to the Federal Security 
tices—the Capehart committee—|Agency. The 1947 marriage total 
goes to the basic philosophy of|was 1,992,354, compared with 2,- 


the anti-trust laws themselves. In 291,045 the previous year. There 
their most recent efforts to enforce | were 471,000 divorces, compared 
“price competition,” governmental | with 610,000 in 1946. 


In fact, in their | ment of Smith-Lee Co., 


Barnes Heads Export 
at Bristol-Myers 

George V. Barnes, formerly ex- 
port advertising manager of Bor- 
den Co., New York, has joined 
Bristol-Myers Co., New York, in 
the same capacity. 

Before joining Borden, Mr. 
Barnes was in the sales depart- 
Oneida, | 
N. Y., for eight years. 


Chicago Vets Get 
FM Station Permit 


The FCC last week granted a 
group of war veterans a license to 


operate a new FM station in Chi-| 


cago. If plans can be carried 
through, WBAR, operating on 
104.7 megacycles, will make its! 


bow next Jan. 1. 

Ralph J. Wood, Sawyer, Mich., 
Navy fighter pilot during World 
War II, is president of the new 
company, 


which has temporary! 


headquarters at 1200 E. 55th St. 
and is negotiating for loop offices. 
Other executives among the dozen 
men who organized the firm in- 
clude Jules Pewowar, Ist vice- 
president, and David Edelson, 2nd 
vice - president and commercial 
manager. 


THE MAGAZINE 


_ of the TRADE 
for more than 30 years 


HOSIERY & UNDERWEAR 
Revie 

1 WEST 34th ST., NEW YORK 1 

GUARANTEED @® CIRCULATION , 
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TOAST OF NEW ORLEANS 


coy abso sels your goods 


when they're advertised in The 
TIMES-PICAYUNE and STATES 


New Orleans’ Greatest Combination Selling Force 


*DOROTHY LAMOUR as 
LULU BELLE, a new presen- 
tation by COLUMBIA PIC- 
TURES. 


Greatest Market. 


New Orleans retailers know the value of the gossip created by The 
Times-Picayune and States ... they know this powerful, quick-action 
combination creates more gossip...sells more goods! Get the 
facts about the greatest combination selling force in the South's 


*% SUNDAY 


, New Oleana TIMES-PICAYUNE and STATES 


¥%& MORNING 


\ EVENING 


OWNING AND OPERATING RADIO STATIONS WTPS AND WTPS FM « 


MEMBER A.N.A.Network ® 


REPRESENTATIVES: JANN & KELLEY, INC. 
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U. §. Admen Are 


Data ‘Slaves,’ 
Briton Charges 


Lonpon—American advertising 
“is fast becoming the slave of sta- 
tistics,” an Advertiser’s Weekly | 
correspondent concludes in admit- 
ting that Britain needs a central 
clearing house for newspaper 
market data but warning that the 
job can be overdone. 

Basis of the criticism is the 
standardized market and media 
data forms devised by the Bureau | 
of Advertising, ANPA; the news- | 
paper committee of the American 
Association of Advertising Agen- 
cies, and the research committee 
of the Newspaper Advertising Ex- 
ecutives Association. 

Many of the questions in the | 
25 section, 200 sub-section ques- | 
tionnaire relate to data obtainable | 
in official U. S. government com- | 
pilations, although each newspa- | 
per “is asked to chase the facts,” 
the correspondent claims. 


Says Facts Now Available 


“It is as if the Institute of In- | 
corporated Practitioners in Ad- | 
vertising gave thought to this) 
subject and then appealed to | 
every paper in the country to} 
collect separately facts which it} 
had already in handsome Sehianes | 
on its own book shelves,” he 
points out. “Surely some central | 
American organization could have | 
extracted 50% of this asked-for 
information from a central source | 
and made it available.” 
Statistics aren’t fully appreci- 
ated in Britain’s newspaper ad- | 
vertising business, it is admitted, | 
“but please don’t let us go to. 
the other extreme and raise our | 
hats every time we see a sheet | 
of statistics.” 


Called Too Ambitious 


The IIPA should consider the | 
exact nature of the data needed on | 
British media and how to collect | 
it, the correspondent says, “but | 
neither the IIPA nor any other | 
organization should be misled by 
this over-ambitious questionnaire 
prepared jointly by the media and | 
the agents and the Bureau of Ad- | 
vertising in America. We are not 
statistics-minded in this country, 


| 
| 
} 


Why... 
338,000 
BUSINESS LEADERS 


THE LION Magazine 


These leaders, enthusiastic and 
proud members of Lions Clubs 
throughout North America in 6,200 


communities, turn to THE LION, 
their Official Publication, for news, 
pictures and features about Lions 
Clubs at work and play. That's 
why they read it! 

THE LION as an advertising me 

dium gives you a rare combination 
vf excellent readership and market 
of business executives, and = their 
families, too, who have the income 
to buy the best goods and services. 
And THE LION gives you the 
Largest Circulation in its field yet 
it Lowest Cost per 1,000 readers. 
To reach a wealthy ¢ rport market 
in LATIN IWERICA ask for de 

tails about EL LEON, printed in 
Spanish 

Write for fact revealing brochure or 
Lion Readers. Send request to: Lion 
Magazine, Room 432, 332 S. Mich 
gan Ave., Chicago 4, Ill. 


THE LION MAGAZINE 


Advertising Representatives 

. . . S. L. Feiss 
Burton H. Johnson 
Henry and Simpson 


New York 
Chicago . 
Los Angeles 


and the secretaries of chambers 
of commerce I know would col- 
lapse through sheer shock if they 
were asked to produce 5% of the 
information which American 
newspapermen are urged to ex- 
tract from them in their own ter- 
ritories.”’ 


Would Be ‘Wasteful’ 


While finding nothing but 
praise for the aim of standardiz- 
ing data, both on markets and 
media, the Advertiser’s Weekly 


critic cautions that “we must not 
be over-impressed by this effort. 


Anything on this scale in this 
country would be wasteful of ef- 
fort by overlapping, unnecessary 
and impracticable. 

“What we need is a central 
clearing house for data, compiling 
all information centrally available 
and breaking it down so far as 
possible to a county and town 
basis, and calling upon the local 
media to secure for themselves 
and for central correlation that 


bulk of information which is still 
obtainable only locally.” 


Abelson’s Increases 


‘Radio Coverage 
Abelson’s Inc., New Jersey 
jewelry chain, has increased its 


radio promotion by about 50% for 
the fall season. The jeweler is 
sponsoring 24 programs and more 
than 100 announcements weekly 
over five New York and New Jer- 
sey stations. WNEW, New York, 
and WPAT, Paterson, N. J., have 


ao veT 


| been added to 
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list 
This drive, placed through Saw- 
don Advertising Co., New York 
will be supplemented by increased 
newspaper copy. 


the station 


KFH Appoints Webb 


Frank V. Webb has been named 
general manager of KFH, CBS 
affiliate in Wichita, Kan. He for- 
merly was president and genera! 
manager of KULA, Honolulu 
KFH, the oldest licensed commer- 
cial station in Kansas, is celebrat- 
ing its 25th year of broadcasting 


AIT) 
Cr 


1948's BIG Opportunity fo 


To complete your National 
coverage SAu is essential... 


Each dot in the map represents a city or town 


(more than 5,500 of them) in which SAJ has 
one or more paid subscribers — 25,535 —all 
confined to the automotive trade. 

Since more than two-thirds of the market’s 


vehicles are owned, operated and serviced in 
and around towns of 25,000 and less population, 
SAJ’s blanket coverage of them, as well as of 
the larger cities, is essential if you’re to fully 
capitalize your Southern opportunity. 
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Vega Names Holley 


Vega Co., Boston, manufacturer 
of musical instruments, has placed 
its advertising with Robert Holley 
& Co., New York. Direct mail, 
point-of-sale and music publica- 
tions will be used. 


Bourjois Names Douglas 


Paul H. Douglas, executive 
vice-president and general man- 
ager of Bourjois, Inc., New York, 
has been elected president and 
general manager of the company. 


Four A’s, NAMP 
Release Magazine 
Production Study 


New York—The first of a series 
of studies aimed at improving the 
quality of advertising reproduc- 
tion in magazines has been issued 
by the Ame in AssOciation of 
Advertising A7encies and the Na- 
tional Assouw tion of Magazine 
Publishers, wholly concerned with 


four-color 
ing. 

The study analyzes defects 
found in a study of 959 sets of 
advertising plates and proofs fur- 
nished to magazines and urges ad- 
herence to publishers’ specifica- 
tions to obtain best results on 
modern high-speed presses. 

The report is the work of a joint 
committee named by the two 
groups. It urges publishers to in- 
form agencies, with full explana- 
tion, at any time engravings and 


letterpress wet print- 


standard; 

consider 
made by 
them 


are not up to 
are asked to 
carefully suggestions 
publishers and to discuss 
with their engravers. 

Copies of the report went to 
agencies, magazines, advertisers, 
typographers, engravers and elec- 
trotypers; additional copies may 
be obtained from either associa- 
tion. 

A second report from the group 
will also be issued this month. 
Members of the joint committee 


proofs 
agencies 


futomotive Manufacturers! 


OUR JOBBERS will see your impressive dis- 
plays at the Show, will inspect and handle your 
merchandise there at Navy Pier, will buy and stock 
your products — but your profits will come with 
re-orders from the retail trade. And that’s where 
SAJ’s big November issue can do a job for you. 
For while SAJ’s November issue will be the 
Show preview for your jobbers— it will be the 
Show for the jobbers’ salesmen — will be the Show 
for the thousands of car dealers, independent ga- 


rages, fleet and service men throughout the South 


and Southwest. 


The Southern territory has a registration of 
11,716,964 vehicles, represents one-third of the na- 
tion’s automotive market. Favored by climate, it is 
a 12-months active market, bolstered by a winter 
tourist traffic that spends millions. Here is where 


you can increase sales the year ‘round! 


With 25,535 net paid, SAJ will carry your product 


story to practically every jobber, distributor, the 


leading dealers, garages, fleets and larger service 


stations throughout the great Southern market. 


For a rousing 1949 campaign send-off, start with 
SAJ’s big November 1948 Show issue! 


SOUTH & 
SOUTHWEST 


REST OF 
NATION 


South and Southwest Leads in 
Motor Vehicle Registrations Gain 
ALL VEHICLES — INCREASE 1941-1947 


Ke oto oLo ERT 


1941 - 1947 


PASSENGER CARS 


7.2% 


2.9% 


al 


famar> 5 12.9%, 


COMMERCIAL CARS 


| 
39.4% 31.1% 


to 


SOUTH & 
SOUTHWEST 


REST OF 
NATION 


SOUTH & 
SOUTHWEST 


REST OF 
NATION 


Reserve Adequate Space Now! 


SAJ’s big November Show Issue 
Closes October 19 


Southern Automotive Journal 


GRANT BUILDING e ATLANTA 3, GA. 


@ TEXTILE INDUSTRIES @ SOUTHERN POWER & INDUSTRY @ SOUTHERN HARDWARE e@ ELECTRICAL SOUTH @ SOUTHERN BUILDING SUPPLIES 


41 
are: Four A’s, John F. Aldinger, 
Young & Rubicam; Thomas J. 
Carnese, Ted Bates, Inc.; George 
B. Dearnley, McCann-Erickson; E. 
Thomas McBreen, J. Walter 
Thompson Co.; Richard Turnbull, 
Four A’s staff; NAMP, G. D. Boy- 
lan, Meredith Publishing; D. W. 
Brumbaugh, Time, Inc.; W. S. 
Robinson, McCall Corp.; P. L. 
Ruston, Conde Nast Publications; 
Lewis W. Trayser, Curtis Publish- 
ing and Arch Crawford, NAMP 
president. 


American Safety Drive 
Offers Razor Premium 


The American Safety Razor 
Corp., New York, will launch a 
campaign on Sept. 15 offering a 
$1 Gem Micromatic razor free 
with the purchase of ten Gem 
blades at the regular price of 49 
cents. 

Advertisements will appear in 
180 newspapers in 144 cities in 
/addition to ads in Life and The 
Saturday Evening Post. Selective 
announcements will also be used. 
The agency is Federal Advertis- 
ing, New York. 


| _ 
_Bedgood Joins WTPS 
William Bedgood, formerly with 
| Station WJBW, New Orleans, has 
| joined the sales staff of Station 


-WTPS and WTPS-FM, New Or- 
| leans. 


at your fingertips . . . 
200 sheets of color! 


COLOR-AID 
Background Papers 


Color-Aid papers are available in 200 coordin- 
ated colors—25 basic hues, 4 tints and 3 shades 
of each and 8 grays. This marvelous new paper 
takes pencil, ink, pastel, tempera; is stainproof, 
washable, wrinkleproof. 

Size: 18 x 24’ 25¢ per sheet 


Order this 
COLOR-AID $3.75 
Swatch Book . 
Contains 3 x 5” swatches of all 200 coordinated 
colors in swivel bound, acetate covered ‘ 
Each swatch is marked with number to enable 
you to order the full 18x24” size sheet. A valu- 
able tool for all color users. 
COLOR-AID Studio Assortment 
200 full size 18x24” Color- 
color) and Color-Aid Swatch 
Book in handsome portfolio 
Complete $50.00 

An adhesive coated frisket 

paper prepared for i jiate 

use. Just strip off protective 


Aid sheets (one of each 
E-Z FRISKET 


backing sheet. No mess... 
no rubber cement... no 
waiting. 
Desk Roll: 24° x 5 yds... +3 
e Jumbo Roll: 24” x 20 yds. es 
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» 
Marnvre Brown « sno. inc. - 
67 West 44th St., New York 18, N. Y. 
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agency 


Ed Has 
McNak 


LIVE T, 
Toledo 
plans ¢ 


with FIRST 3°S 
TO PC 


SUNDAY PUNCH 


Give your advertising MORE POWER in the Rich display 
ae ' ie by Ka 

Industrial North and East. In 391 counties in 

this area — representing 43% of total U. S. 

retail sales — FIRST 3 MARKETS GROUP delivers 

18% average family coverage. 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


the group 
with the 


Sunday 
Panch Rotogravure « Cologravure 
Picture Sections « Magazine Sections 
HOUS! 
Woodb 
new off 
x : a Parsons 
New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 © Chicago 11, Ill., Tribune Tower, SUPerior 0044 Frank } 


San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 7 Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 0578 
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TALK NET CONTRACT—Walter Lurie, right, Mutual Broadcasting System's 
director of new program development, talks over details of the contract under 
which Continental Pharmaceutical Co. started sponsoring “Leave it to the 
Girls" Friday over MBS (AA, Sept. 6). Listening, left to right, are M. Cowan, 
board chairman of Continental; Arthur Meyerhoff, head of Arthur Meyerhoff 
& Co.; Mac Ward, MBS sales manager, and E. Kolkey, Continental president. 


FOR A QUARTER CENTURY—W. J. Staggs, production manager of Hugo Wagenseil & Associates, Dayton advertising 

agency, is honored at a dinner celebrating his 25 years with the firm. Seated (left to right) are William Patterson, artist; 

Ed Hageman, art ditector; W. J. Staggs; William L. Guisewite, account executive; Ralph C. Reynolds, artist. Standing: Fred 

McNabb, artist; G. W. Young, director of public relations; Hayes J. Smythe, account executive; Warren O. Mills, produc- 
tion; Hugo Wagenseil; F. R. Harwood, account executive; and Ray V. Oviatt, radio executive. 


THE HOWE op 
WiLLYS. Oveptayp 


MAKERS OF America’s MOST USEFUL 


veee8 

eeeneneee * 
serceeee 

prveeeeeee & 
sees 


eaee eetsieciy, ELBE 
LIVE TALENT IN WILLYS POSTERS—These outdoor boards at the entrance to the main plant of Willys-Overland Motors in TONI'S TWINS—Toni Co. is distributing this picture-frame window display for 
Toledo are about 63 feet long and 20 feet high, with a platform 8 feet wide for the display of Willys vehicles. The company fall use by drug, variety, chain and department stores, again featuring twins 
plans to change the displays once a month or so in order to have a continuous presentation of the various models and types Beverly and Barbara Dahm. The side ovals promote Toni shampoo. Foote, Cone 
in the Willys line. & Belding is the agency. 


TO POINT OF SALE—The Pabst Brewing Co's 24-sheet posters, above, have 

been reduced in size to fit a 19x 34!/." frame finished in blue and gold for 

display at the point of purchase. Twenty thousand of the frames, produced 

by Kay, Inc., New York, have been distributed throughout the country, with 
inserts to be changed on a monthly basis. 


. 


t a ‘ ’ i 
HOUSEWARMING—Louella Parsons, Hearst movie columnist and star on the AGENCY BUILDING—Freitag Advertising Agency, Atlanta, last month moved into its own building at 988 Spring St., N.W. 
Woodbury radio program, was honor guest at a housewarming that opened the At upper left is a view of the attractive entrance; at upper right, the agency “brain trust” convenes in the combination 
new offices of Robert W. Orr & Associates, New York. Left to right are: Miss library-conference room and television viewing room. Starting lower left and going clockwise around the table are Norman 
Parsons; Eldon Sullivan, vice-president of the Orr agency; Bob Orr, president; Frankel, radio-TV director; Ruth Wallace, office manager; Joseph V. Freitag; Kathryn McGowan, traffic manager; Harald 
Frank Meeker, vice-president, Andrew Jergens Co., and Jack Zuccaire, Orr's Torgesen, art and production director; and Frances Pledger, secretary. At bottom are a view of the reception room and the 


art director. completely equipped kitchen workshop. (Story on Page 67.) 
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Gillespie Promoted 


William P. Gillespie, who joined 
the company in 1936 and recently 
has been assistant manager of 
hardware sales for Henry Disston 
& Sons, Philadelphia, has been 
named manager of the company’s 
new market requirements depart- 
ment. The department’s function 
will be to interpret the require- 
ments of customers on product de- 
sign, utility and packaging. 


- 100% COVERAGE OF THE 
LATIN AMERICAN SOFT DRINK INDUSTRY! 


es a 


EL EMBOTELLADOR 
The only Spanish language publica- 
te soft drink — 


BOTILERS GAZETTE 


F THE NATIONAL 


Domestic Watch 
Makers Counter 
Sales of Imports 


Cuicaco—Disturbed by the in- 
roads on the American market 
made by Swiss watches since the 
war, watch manufacturers in the 
U. S. have formed the American 
Watch Institute, to conduct a pub- 


| lic relations campaign for the do- 


mestic product. 
Headed by James G. Shennan, 


president of the Elgin National | 


Watch Co., Elgin, Ill, the new as- 
sociation will seek three objec- 
tives: 

1. To provide a public informa- 
tion center for the three exclu- 
sively American manufacturers of 
jeweled watches; 

2. To conduct a public educa- 


| tion campaign about the manufac- 
| ture of fine watches in this coun- 


| 


| 


try on behalf of these companies, 
and 
3. To sponsor such research as 


may be necessary to carry out the 
first two objectives. 

In addition to Mr. Shennan, offi- 
cers of the institute include: Rob- 
ert J. Gunder, Hamilton Watch 
Co., Lancaster, Pa., secretary, and 
Harold W. West, Waltham Watch 
Co., Waltham, Mass., treasurer. 

The Chicago office of J. Walter 
Thompson Co. has been retained 
to handle the account, and offices 
have been opened at 410 N. Mich- 
igan Ave., Chicago, and 80 Broad- 
way, New York. 


Shell Transfers Carey 


Ralph F. Carey, sales manager 
cf the New York marketing di- 
vision of Shell Oil Co., has been 
named manager of the New Eng- 
land marketing division, with 
headquarters in Boston. 


Edwards Joins Doner 
Phil Edwards, 
'television and newsreel director 


|of Carl Byoir & Associates, New | 
York, has joined the Chicago office 


|of W. B. Doner & Co., as radio and 
| television director. 


formerly radio, | 


A 


$2.677,.260 Ads Set 
for October “LHJ’ 


Ladies’ Home Journal an- 
nounces it will carry $2,677,260 
worth of advertising in the Octo- 
ber issue, claiming the largest ad- 
vertising investment in a single 


issue of any magazine in publish-| 


ing history. 

The previous record high was 
set by the magazine in November, 
1947. 


Issues Jubilee Insert 


| Scholastic Magazine, New York, 
is distributing 50,000 copies of a 
16-page special insert, celebrating 
New York’s Golden Anniversary, 
to New York City subscribers of 


Scholastic with the first issue of | 


the new school term. The insert 
is co-sponsored by the Dry Rock 
Savings Institution, New York. 


Gurvitch Joins Kaliff 

Shirley Gurvitch, formerly with 
Peck Advertising Agency, New 
York, has joined Joseph Kaliff 
Associates, New York, as an ac- 
| count executive. 


GREAT not only in outward signs of progress and achievement, but in 
the character and ability of its citizens, in forward-looking management 
and in the intelligence and skill of its many thousand workers. Great in 


his is Voledo 


...one of America’s Great Cities 


Bo 


_ 
— 


the spirit of its people today, who in confident self-reliance have carried 
forward significant achievements in municipal finance, as witness the 
Payroll Income Tax, and in management-employee relations, as in the . 
“LMC” Toledo Plan for industrial peace. This is a city greatly favored 
by location, the focus of a market richly balanced between agriculture 
and diversified industries ... greatly favored, too, in its awareness of the 


importance of supporting its institutions of culture and learning. A great 
city today... envisioning a still greater Toledo Tomorrow. 


..and this is the TOLEDO BLADE 


... one of America’s Great Newspapers 


To be entitled to be called great, a newspaper must penetrate deeply into the life of 
the community it serves. It must be not only a great news-paper, but it must also give 
expression and direction to the community's worthy aspirations. How well The 
Blade has succeeded in fulfilling these requirements may be judged by the interest 
and loyalty of its readers, which have given it a degree of coverage of its entire 


market most unusual among the papers of the nation. 


TOLEDO BLADE 


One of America’s Great Newspapers...in One of America’s Great Cities 
REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


No. 72 in a Series 


A comprehensive view of Toledo and 
the Toledo Area will be found in 
two booklets, "This is Toledo” and 
“The Toledo Market.” Copies will 
be mailed on request. 


dvertising Age, September 13, 1948 


Vets’ Wartime 
Dreams Turn Out 
‘to Be Just That 


| . 
Detroit—War veterans in the 


nation’s. metropolitan areas re- 
main excellent prospects*® for 
household appliances, according to 
a survey conducted here by the 


Learned Post No. 1, American 
Legion. 

This unit, the American Legion’s 
largest in Detroit, circulated a 


| questionnaire among 500 World 
War II veterans to determine how 
the average veteran’s dreams of 
| four years ago stack up with the 
cold realities of today. 

They found: 

Four years ago the veteran 
hoped to have by this time his 
own modest home, a_e current 
model automobile, a console radio 
with record changer, a washing 
machine, refrigerator, gas or elec- 
tric range, five suits of clothes and 
$1,900 in the bank. 

The typical returned veteran ac- 
tually was able to obtain a house 
renting for about $52.50, a 1939 
automobile, a small radio, an elec- 
tric or gas range, two suits of 
clothes, and $160 for his bank sav- 
ings account. 

That leaves a home, new car, 
| large radio with record changer, 
| refrigerator, washing machine, 
three suits of clothes and $1,740 
still to go. 

Reasons for his inability to 
| achieve his goal were not indi- 
cated, but a clue is found in 
answers to the question on income. 
| The average vet had hoped to be 
making $483 a month; he is ac- 
tually making $311. 

However, the veteran apparently 
hasn’t lost hope. While half say 
the objectives they had during the 
war now rate “about the same,” 
28% have raised theirs. 


Kayser Includes 
TV in Expanded 
Fall Campaign 


New York —Julius Kayser & 
Co. is launching a fall and winter 
campaign for hosiery, gloves, in- 
timate apparel and _ children’s 
wear this month, using television 
for the first time. 

On Sept. 9 the company began 
sponsorship of a series of weekly 
five-minute films in seven east- 
ern cities on the NBC television 
network. Commercials feature the 
Fit-All hosiery and Fit-All meter, 
a new device to help consumers 
buy the correct type and length 
stocking. 

Newspapers in 49 cities will 
carry ads on all Kayser merchan- 
dise, and the company is contin- 
uing its regular campaign in 
Life for the 11th year. Ads will 
also appear in Playbill. 

Dealer aids include an advance 
brochure containing the _ entire 
Life campaign, broadsides, proofs 
of Playbill ads and ads appearing 
in the newspapers. 

The agency for Kayser is Cecil 
& Presbrey, New York. 


Walsh Pushes Booklet 


C. Lawrence Walsh & Co., Pitts- 
burgh, has prepared a_ booklet 
called “Make Your Movies Talk,” 
which tells a sponsor how to pre- 
pare a film before sending it to a 
recording studio for conversion 
from a silent to a sound film. The 
booklet furnishes simplified foot- 
age scale charts, layout for script 
preparation, etc. 


WENR-TV Names Howard 


Carol Howard has been ap- 
pointed program coordinator of 
ABC’s Chicago station, WENR- 
TV. She formerly was assistant 
| to Burke Crotty, director of tele- 
vision for WMAL-TV, Washing- 
|ton. Mr. Crotty is now executive 
' producer for ABC television. 
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“WOW TRY wun water 
the DOUBLE FRESH POPCORN 


ed 


LAUNCHED — The new Red Wagon 
Products, Minneapolis, has launched its 
packaged Red Wagon popcorn with 
this and teaser ads in a few markets 
and will later have national distribution. 
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coneept in merchandising an old 
accepted confection, according to 
the firm’s president, Norman 
Chaimson. It’s new in the sense 
that packaging is the prime con- 
cern of the company, he told Ap- 
VERTISING AGE. 

Quality Park Advertising 
Agency, St. Paul, is the agency for 
Red Wagon. 


Magnavox Boosts Carto 


David S. Carto has been named 
sales manager of the Illustravox 
division of Magnavox Co., Fort 
Wayne, Ind. He joined the com- 
pany after four years of army 
service, became Illustravox dis- 


| trict sales manager with headquar- 
|ters in Cleveland and later was 


transferred to the home office in 
Fort Wayne. 


To Briggs & Varley 


Briggs & Varley, Inc., New 
York, has been named to handle 
the advertising for Beau Alarm, a 
personal protective device manu- 
factured by Electro - Protective 
Corp., Newark. 


Sullivan Leads 
Video Attractions 


New York—Ed Sullivan’s hour 
of vaudeville, “Toast of the 
Town” (CBS), bested Texaco’s 
hour of vaudeville, “Star The- 
ater” (NBC), by a score of 37 to 
31 on the latest Pulse telereport 
for New York. 


Other favorites with the viewers | 


in August: 


Boxing (Gillette), WNBT....... 29.0 
Giants (Chesterfield), WNBT... 28.0 
Dodgers (Old Gold and Ford), 

DT she se¢henametsed kde 27.0 
Small Fry Club (Sheffield, 

General Foods), WABD...... 26.2 
Boxing (sustaining), WPIX.... 26.0 
Dodgers (Old Gold and Ford), 

Di «vcs. éd bbe eee ees 26.0 
Amateur Hour (sustaining), 

A Re rer 24.0 | 
Film (sustaining), WNBT ..... 22.0 


Wrestling (sustaining), WABD. 22.0 

Total sets-in-use in radio and 
television homes dropped to 30.2 
from 31.4 in July. The use of 
television only — 20.2— also was 
down slightly from 22. Radio set 
usage, on the other hand, was up 


to 11.7, against 10.3 for the pre- ea a - 
ceding month. | BUSINESS IS 
PREMIUM and CONTEST 

risco Offi | Responses - 
Opens F om FREE 16 PAGE BOOKLET 

A. M. Rothenberg, Los Angeles : 
publishers’ representative, has| § stocialed Activities J, 
opened a San Francisco office in | | BOX 33, MINNEAPOLIS and 
the Monadnock building. 


All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 


| ac- 
use | New Red Wagon 
1939 
lee- Packaged Popcorn 
av- | Drive Launched 
car, MINNEAPOLIS — A new firm 
ger, hardly a month old is already in- 
ihe vading half a dozen markets with 
740 an exclusive type of packaged 
popcorn it feels is destined to 
to sweep the country within a year, 
idi- backed by plenty of colorful ad- 
in vertising copy. 
me. Heralded by teaser one-column, 
be two-inch insertions, “Red Wagon 
ac- Is Coming,” Red Wagon Products, 
Inc., is introducing its packaged 
itly popcorn in Minnesota, the Dakotas 
say and shortly Wisconsin and Chi- 
the cago. 
1e,” The package is designed to 
make a toy cage, so that children 
may build a complete circus train. 
The popcorn is packed in a special 
DuPont-designed double-wall cel- 
lophane bag that keeps the pop- 
corn fresh for at least 26 weeks. 
Packaging Is Prime Concern 
& A patented seasoning formula) 
ab also guarantees the product an un- | 
a usual flavor, according to company 
oe officials. It has been sold to nearly 
ah every chain and independent store | 
in the introductory markets to 
tie date. 
cl Opening gun of the campaign 
os was an Aug. 23 newspaper cam- 
voll paign in the Minneapolis Star and 
he Trébune and St. Paul Dispatch 
ra and Pioneer Press. Although 
he newspapers were used exclusively 
th to launch the product, the cam- 
P paign will be followed up with a 
ill spot radio schedule. Opening with 
a two successive days of _ teaser 
“? copy, the first regular advertise- 
, ment was a four-column 12-inch 
in . 9 . 
ill insertion, followed by a regular 
weekly schedule. A similar plan 
on will be used in launching the 
? product in Milwaukee, Chicago 
re 
and other markets. 
fs 5 
ng Red Wagon popcorn is a new 
“ | WHY OVERLOOK 
_ | 10 BILLION $$$ 
let 
| WORTH « SALES! 
; 
a Wake up! 15 million American Negroes 
ps buy food, drinks, drugs, cosmetics, 
~ other products. They have 10 billion 
dollars to spend! Tell them what you 
it - have to sell. The best way is through 
pt Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
d dous profits are made through adver- 
to this great and growing mar- 
- ket. For full details write Interstate 
of United Newspapers, Inc., 545 Fifth 
R- Ave., N. Y., serving America’s leading 
nt advertisers for over a decade. 
e- We have facts iled by the 
z- NOTE: Remeereh Co. - pes on wy ies 
ye preferences of Negroes from coast to coast, 
only of its kind ever made. Write now 
for this free information, 


¥ 


WALKER & Co. 


NEW LIGHT 


On October 15, 1948 Walker & Co. will inaugurate 
a new service feature in all the Michigan markets 
| ' jm which we operate illuminated poster panels and 
painted bulletins. 


In addition to the traditional period of daily 
illumination~from dusk till midnight—the lights 
on all our illuminated panels will be turned on 
daily from 6:00 a.m. till daylight for the period 
from October 15, 1948 through March 15, 1949. 


Without any additional charge this extra service 
will delivér toevety advertiser extra impression 
value for their poster and oti displays as 
these five months. Nes et 


; 4.4 ig. * “es ; Z 
B % Set 


since ebe? 
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88 Custer Avenue, Detroit 2, Michigan 
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Ideal Ads Urge 
Women to Attack 
20% Toiletry Tax 


New Yorxk—The Ideal Publish- 
ing Corp. called on American 
women last week to “protest the 
tax on your attractiveness.” 
Signed by Ideal’s president, Wil- 
liam M. Cotton, ads appearing in 
five newspapers in as many cities 
urged women to call off the 20% 
tax on toiletries. 

“Shaving cream and razor 
blades for men are tax free, but 


you have to dip into your 20% | 


taxed handbag for an extra one- 
fifth for your cold cream and de- 
odorant,” Mr. Cotton wrote. 
this tax is not repealed—and 
quickly — you will soon have to 
pay even higher prices for your 
powders, lipsticks, lotions, baby 
oils, baby powders, etc. Only 
quantity production held prices 
down,” he warned. 

Mr. Cotton said he would be 
glad to supply a complete ready- 
to-present club program on 
“Should Feminine Attractiveness 
Be Taxed,” to anyone interested 
in the subject. 

This ad, which appeared in the 
Chicago Tribune, Cincinnati En- 
quirer, Los Angeles Times, New 
York Herald Tribune and Wash- 
ington Post, also will appear in 
October issues of all four Ideal 
magazines, Intimate Romances, 
Movie Life, Movie Stars Parade 
and Personal Romances. 

Ideal told AA it has already 
mailed out 45,000 of the programs 
mentioned in the ad to women’s 
clubs. Ideal’s agency is Wilhelm- 
Laughlin- Wilson & Associates, 
Houston. 


Appoints Hopkins 

Walter H. Hopkins, for the past 
three years with the Chicago of- 
fice of Batten, Barton, Durstine & 
Osborn, where he was in charge of 
midwest activities of the General 
Baking Co. account, has been 
named program director of the 
nationwide Baking Industry Pro- 
motional program of the American 
Bakers Association, Chicago. His 
appointment becomes effective 
Sept. 15. 


To Hoefer, Dieterich 


Hoefer, Dieterich & Brown, San 
Francisco, has been named to 
handle the promotion of the Press 
Democrat and Evening Press, 
Santa Rosa, Cal. 


“If | 


HELP 


for advertisers with a 
product for sale to industry 


52,527 Plant Operating, Pro- 
duction and Purchasing 
Men. 


85.7°/, of them in Plants rated 
$100,000 and over 
reached by request, through 
INDUSTRIAL EQUIPMENT 
NEWS 
for only $95-$102 a month. 


If your product can be 
used by industry you'll 
find our current CCA 
Statement one of the 
most helpful of its kind 
issued. 


Send for it and our 
latest “NIAA Report” 


INDUSTRIAL EQUIPMENT NEWS 
Thomas Publishing Co. 


461 Eighth Ave., New York I, N. Y. 


BOSTON @ CHICAGO @ CLEVELAND @ 
DETROIT @ LOS ANGELES @ 
PHILADELPHIA @ PITTSBURGH 


| 


Kingston-Conley 
Merges with Hoover 


Kingston-Conley Electric Co., 
North Plainfield, N. J., maker of 
fractional and small horsepower 
motors, has been merged with the 
Hoover Company, North Canton, 
O., vacuum cleaner and electric 
iron manufacturer. Kingston- 
Conley has been a wholly-owned 
subsidiary of Hoover since its ac- 
quisition in November, 1945. It 
will be known as the Hoover Co., 
Kingston-Conley division. 


Fred S. Kingston has been 
elected a vice-president of Hoover 
and general manager of the Kings- 
ton-Conley division. Brooks L. 
Conley will continue to handle en- 
gineering and other responsibili- 
ties of the business. 


Two Appoint Rowen 


Julius J. Rowen Co., New York, 
has been named to handle the 
advertising of Wallace Hamilton 
Campbell, New York, gifts, and 
Aig-Schecher, Inc., New York, in- 
fants’ wear. 


To ‘Hunting & Fishing’ * 


Richard Fredricks, formerly ac- 
count executive of Ellington & 
Co., New York, has been named 
assistant general director and cir- 
culation director of Hunting & 
Fishing, Boston. 


‘Post’ Appoints Peters 


Clay Peters, formerly in the San 
Francisco office of Batten, Barton, 
|'Durstine & Osborn, has been 
/mamed managing editor of the 
| Post, San Mateo, Cal. 
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Joins Sawyer-Ferguson 
Morton Bailey Jr., formerly on 
the sales staff of Procter & 
Gamble, has joined the San Frar - 
cisco office of Sawyer-Fergusor - 


Walker, publishers’ representi- 
tive. ; 
Gets Beer Account 


E. E. Fisher & Associates, San 
Francisco, has been named io 
handle the West Coast advertising 
of Gunther beer, brewed by 
Gunther Brewing Co., Baltimor-. 


es , ton Rend is © BW 


Remington Rand machines, systems, equipment and supplies are 
bought by Management-men...the executives of business and 
industry who make or influence buying decisions for their firms. 
To “call on” these men between salesmen’s visits, the company has 
found it pays to use the pages of Business Week... regularly, week 


after week. Altogether, Remington Rand messages have appeared 
in nearly 400 of the 992 issues which Business Week has pub- 
lished. No other general business or news magazine reaches such 
a high concentration of these important men... buyers! 


BUSINESS WEEK FIRST...FOR 10 YEARS 


FIRST... 


Advertising in Business Week produces results. Otherwise, Busi- 
ness Week for the past 10 years,and in 1947, would not have been— 


In page volume of business goods and services 
advertising. Total: 3110 pages. 


FIRST... 


In number of business goods and services ad- 
vertisers. Total: 623 advertisers. 


FIRST... 


3. 


In number of exclusive accounts in the busi- 


ness goods and services classifications. Total: 


229 accounts. 


When Business Week has been the leader for 10 years, it can only 
be explained by the fact that — 


WHEREVER YOU FIND IT, YOU FIND A 
MANAGEMENT-MAN...WELL INFORMED 


advertiser 
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Industry Editors 
Publish Study 
of House Organs 


PHILADELPHIA—A rapid growth 
in trade and industrial journalism 
courses has taken place since the 
war, reflecting the big increase in 
the number of business papers in 
this country, according to results 
of a study just completed by the 


ep p 


| years, 


American Association of Industrial 
Editors. 

The study shows that 40% of in- 
dustrial journalism courses have 
been established in the past five 
while 39% have existed 
more than ten years. 

Results have been published in 
the booklet, “A Study on Formal 
Education for House Organ Edi- 
tors.” The study was directed by 
Robert D. Breth, instructor in in- 
dustrial journalism at Temple 
University, in cooperation with 


'and that 91% would like to obtain 
|a list of local companies interested 
‘in employing graduates with in- 


A. J. Wood & Co., opinion research 
organization. 

The purpose of the study ‘was 
to provide data that can be used 
in enlisting the aid of manage- 
ment in improving the standards 
of house organ editing. It shows 
that 80% of the schools and de- 
partments of journalism wish to 
cooperate with industrial editorial 
associations in planning courses 


dustrial journalism training. 


Some 55% offer undergraduate 


instruction in house organ edit- 
ing, of which only 31% offer this 
instruction in separate courses. 
The AAIE recommends standard- 
ization of these courses, for which 
there are almost as many titles as 
courses, according to the study. 
Of schools offering courses, 23% 
give post-graduate training, 8% 
have extension courses and 10% 
offer evening courses. In addition, 
34% offer seminar short courses 
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or other specialized instruction for 
working editors and 20% plan 
such instruction. 

The study was based on a ques- 
tionnaire mailed to 78 schools and 
departments of journalism, of 
which 88% responded. 


Taybern Names Holley 


Robert Holley & Co., New York, 
has been named to direct the ad- 
vertising of Taybern Equipment 
Co., New York, manufacturer of 
Taybern T-V duplicator systems. 


Appoints Willett 

Foster Willett, formerly circula- 
tion director of Field & Stream, 
has been named circulation direc- 
tor of American Home, New York, 
succeeding B. A. Mackinnon, who 
is retiring. 


Joins Watts, Payne 

R. C. Keefe, formerly a part- 
ner in the Brooks-Keefe Advertis- 
ing Agency, Tulsa, Okla., has 
joined Watts, Payne-Advertising, 
Tulsa, as an account executive. 
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BMB Will Report 
Daily Audience 
in Study No. 2 


New Yorx—Survey No. 2 of the 
Broadcast Measurement Bureau 
wid, provide figures on the total 
number of families who listen to 
stations during the course of an 
average day. This figure will be 
broken down into daylight and 
nighttime hours. 

The tripartite group has decided 
to include this additional informa- 
tion in its second nationwide 
study, which is expected to be 
made available to the industry in 


aia ship - for 


Write 
beats Net 108. vo obi 


a much shorter time than was 
BMB’s first report. Some 625,000 
ballots — 100,000 more than were 
used for Study No. 1—will be 
mailed to a cross section of radio 
set owners in March. The bureau 
hopes to achieve its 40% minimum 
of returns within six weeks. 

Meanwhile, the BMB, which has 
dropped its plan to designate a 
university to evaluate current 
radio research techniques, will an- 
alyze the field for itself, both in 
respect to the types of informa- 
tion needed and the techniques 
used. 

Now under consideration by the 
executive committee is the ap- 
pointment of a television director 
for the bureau, as recommended 
by the television committee. If 
such an appointment is made the 
new director’s first job will be to 
find out how many video sets there 
are in use and where. 

Looking toward Study No. 3, the 
bureau is weighing the feasibility 


tion. 

The BMB now boasts 741 sub- 
scribers, including four national 
networks, four regional networks, 
100 FM stations, five television 
stations. The remainder are AM 
stations. 


Republicans Name Plaza 


The New York Republican State 
Committee has named the Plaza 
Advertising Agency, New York, to 
direct the outdoor advertising of 
the Dewey-Warren presidential 
campaign in New York state. 


Gets ‘Lion’ Account 

Lion Magazine, official publica- 
tion of the International Associa- 
tion of Lions Clubs, Chicago, has 
appointed Klau-Van Pietersom- 
Dunlap Associates, Milwaukee, to 
handle its advertising. 


Gets Sauerkraut Account 

Empire State Pickling Co., 
Phelps, N. Y., producer of sauer- 
kraut, has placed its advertising 


wt re a. of reporting the total amount of | with ' Hutchins Advertising Co., 
time spent listening to each sta-| Rochester, N. Y. 
SAN FRANCISCO BAY AREA 
MONTHLY GROCERY INVENTORY | 
CONDUCTED FOR THE 
“~~ P) <r emi 
Fan ixaminer 
Merarch of S the @nilies 
BY 
KELLOGG AND ASSOCIATES, SAN FRANCISCO 
AREA STUDIED: San Francisco, Marin, CLASSIFICATION: Cereals, Cold 
San Mateo, Santa Clara, Alameda and Report 6 - 1948 (June) 
Contra Costa Counties From: May 3-29 
SIZE OF SAMPLE: 100 STORES FOR: To: June 1-25 | 
AVG. UNITS %o . —_ wot 
entre ‘Sion wie re St 
TOTAL 560.9 382.9 
Betty Crocker Cereal Tray 7.1 54.0 4.8 
Carnation (Alber'’s) Corn Flakes, 8 oz.* 6.2 35.0 5.4 
Carnation (Alber's) Corn Flakes, 13 oz* 6.8 41.0 8.2 
Cheerios, 7 oz.* 44.7 95.0 1.0 
Kellogg's All Bran, 10 oz. 9.9 86.0 7.5 
Kellogg's All Bran, 16 oz. 7.9 ' 4 
Kellogg's 40% Bran Flakes, 12 oz. 8 
Kellogg's Gem Flakes 9 
Kellogg’ 0 
Kellg 9 
Kella 8 
Kello D 
Kello ’ 
Kello 
Kello 
Kellog | 
Kix, 
Nabisco 
Nabisco | 
Nabisco 
Post | 
Post 
Post , 
Post 5.0 
Post 18.0 | 
Post e 10.0 
Post Grape Nut Flakes, 12 oz. 11.6 64.0 9.9 
Post Raisin Bran, 10 oz.* 7.9 42.0 3.8 
Post Tens* 7.6 62.0 5.8 
Quaker Muffets 9 3/5 oz. 5.4 34.0 5.3 
Quaker Puffed Rice Sparkies, 4 5/8 oz.* 17.0 86.0 14.3 
Quaker Puffed Wheat Sparkies, 4 oz.* 17.0 82.0 11.4 
Shredded Ralston, 12 oz.* 15.7 77.0 12.2 
Wheaties, 8 oz. 32.0 88.0 24.9 
Wheaties, 12 oz. 18.3 65.0 9.5 | 
cifically ° 


THE SAN FKANCISCO EXAMINER does not authorize the publication of any part of this report without written permission, and spe 
prohibits the use of any of this material in the promotion of any product or company. 


*Special deals, contests, premiums, etc. 


Henry P. Slane, vice-president of the Peoria Journal-Star, wa: 
married last month to Jean Chiles of Peoria. . . Laura Jean Young, 
granddaughter of James Wright Brown, president of Editor & 
Publisher, was married several weeks ago to Nicholas Ivan Ardan 
Jr. of Niagara Falls. . . Linda Casazza, secretary to George Cran- 
dall, CBS press information director, was married last month to 
Alfred A. Moran, associate professor of psychology at Rider Col- 
lege, Trenton, N. J... 

Marie Houlahan, director of publicity for WEEI, Boston, is re- 
ceiving congratulations on her election as president of the New 
England Woman’s Press Ass’n. . . 

Robert G. Eagen of 
Procter & Gamble’s — 

p.r. staff will be dis- 
trict chairman of the 
1949 Community 
Chest campaign in 
Cinci. . . In Chicago, 
seven top public re- 
lations men playing 
leading roles in Chi- 
cago Community 
Fund’s drive are Ed- 
ward Logelin, U. S. 
Steel; Richard Wise, 
R. R. Donnelley & 
Sons; Garfield Miller, 
Peter Hand Brewery 
Co.; W. K. Lunt, W. F. 
Hall Printing Co.; 
Joseph Fitzgerald, 
General Motors; C. 
W. -Grange, Stewart- 


Warner Corp., and 
Robert B. Johnson, 
Marshall Field & 
Cle. . 


Theodore G. 
Loomis, the St. Louls 
agency head, recently 
won a Key Man of 
the Quarter Award of 
the Missouri State 
JC for work with 
the St. Louis junior 
chamber’s American- 
ism committee. . . 

William G. Townsend, whose Townsend Methods, Inc., is still go- 
ing strong, has acquired a bride. She is the former Dorothy 
Thomas, a key exec. of the Townsend organization. . . Margot At- 
wood, former senior newswriter at KGO in L. A., and later on the 
‘ABC overseas news staff, has just been married to George Seidl, 
University of California journalism lecturer who has been “intern- 
ing” in the same station’s newsroom. . . 

Erwin Klaus, director of research and media for Dana Jones Co., 
Los Angeles, has issued “present report on research project No. 1,” 
revealing the statistic that Charles Eagle Klaus was born on Aug. 
21. . . Lambert Kaiman, emcee on KMOX, St. Louis, has passed 
out cigars, occasion being birth of daughter Kathleen. He now has 
three girls, one boy. . . Score is two girls, one boy, meanwhile, for 
Lionel M. Kaufman, of This Week Magazine, New York, following 
recent birth of another Miss K. at White Plains Hospital. . . 


a o 


GOOD CATCH—The mammoth striped bass didn't 

have much chance when William S. Patjens, right, 

advertising sales manager of Dell Publishing = 

and his son, Bill Jr., went fishing in the surf off 
Cuttyhunk, Mass. 


RECORD TUNA—This 300-lb. tuna, fourth largest for the season, was caught on 
a fishing party hosted by Perry Dunn, owner of Richmond Poster Advertising Co., 
Staten Island, for executives of National Outdoor Advertising Bureau at Brielle. 
N. J. Left to right, standing: Mr. Dunn; Ben Egan, NOAB poster department; 
Chick Porterfield, NOAB field supervisor, the man who caught the tuna; Bill 
Roux, NOAB paint department; sitting, left to right: Jim Tupper, NOAB account 
representative; Red McBride, mate; Denny Porterfield, Mr. Porterfield's son, and 
Captain Francis McBrider, skipper of the boat. 


Clarence Francis, chairman of the board of General Foods, has 
been appointed chairman of the 1948 United Nations Week observ- 
ance, Oct. 17 through 24... 

It'll be a fall wedding for Mary Estelle McElwee, executive di- 
rector of the American Public Relations Associates, and Alexander 
Woehrle, press assistant on the staff of Gov. Thomas Dewey. . 

Michael Boscia, manager of operations in the CBS press depart- 
ment, is deubly proud-to be the father_of twins, a boy and girl, 
born on Aug. 26... 
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Chevrolet Opens 
’S. A.’ Campaign 
Through Dealers 


Detroir — “S.A. — Chevrolet’s 
Got It” is the teasing theme of a 
fall campaign to be staged by 
Chevrolet dealers to increase good 
will among customers. 

In the jargon of the campaign, 
“S.A.” means “Satisfaction All- 
Ways” and “It” means leadership. 
All employes of Chevrolet dealers 
are being urged to render such 
satisfactory service that Chevro- 
let’s leadership in the field will 
continue. 

The campaign is directed to- 
ward employes of dealers’ serv- 
ice, parts and accessories depart- 
ments, and elaborate plans have 
been devised by the Chevrolet 
Motor division of General Motors 
Corp. to promote the drive. 

“The campaign is designed to 
renew among dealers’ personnel a 
fresh consciousness of the cus- 
tomer,” said Thomas H. Keating, 
general sales manager for Chevro- 
let. “Chevrolet leads the field to- 
day in the sale of cars and trucks. 
Its opportunities for sale of more 
service and parts is greater be- | 
cause of more cars and trucks to 
service. To retain this leadership | 
requires our constant effort to | 
cultivate both new and old cus- | 
tomers in service, parts and ac-| 
cessories departments and to serve | 
them well.” 


More Pass Exams 


Customers are being informed | 
of the campaign through national 
magazine and newspaper advertis- 
ing, direct mail folders and cards, 
outdoor posters and placards and. 
by lapel buttons which all em- 
ployes of dealers will wear. This 
button urges the customer to “Ask 
me about S.A.” 

When the customer does ask 
about “S.A.” he is told of service 
and parts bargains, receives a 
lucky coin and is urged to air any 
thoughts he may have about Chev- 
rolet service that need to be cor- 
rected. 

Employes are spurred in their 
efforts by prizes awarded on the 
basis of new business. 

Further evidence that Chevro- 
let is going all out to capture a 
large percentage of the service 
and parts business for its own 
cars and trucks for its dealerships 
is shown by an increase of nearly 
4,000 mechanics in Chevrolet | 
dealerships who passed the re- 
cently-completed “Approved Me- 
chanics” examination. 

Figures just compiled show that 
22,312 passed the examination and 
4,675 passed an Approved Body 
Mechanics’ examination, for a to- 
tal of 26,978. This compares with 
the 23,040 who passed the exam- 
inations last year. 


CHEVROLET SCHOOLS 
ITS DEALERS’ HEIRS 

Detroitr—The Chevrolet Post- 
Graduate School of Modern Mer- 
chandising and Management be- 
gan its 11th year and 22nd session | 
last week with 50 students en- 
rolled. | 

The school is operated by Chev- 
rolet’s sales division for sons of | 
dealers and others whom dealers 
have selected to carry on their 
business after their retirement. It 
is Chevrolet’s way of protecting 
both the company and dealer 
against dealerships falling into 
“incompetent” hands. 

Included in the current class are 
students from Norway, Switzer- 
land, Guatemala, Palestine and 
British Columbia, as well as from 
every Chevrolet sales zone in the 
United States and Canada. 


Pursell to PR Post 


Warren B. Pursell, head of 
Pursell Public Relations, Chicago 
counsel, has been named to direct 
public relations instruction at the 
Latin American Institute, Chicago. 


Luber-Tone to French 


Oakleigh R. French & Associ- 
ates, St. Louis, has been named 
to handle the advertising 


of| through Newell-Emmett Co., will 


Chesterfield to Air 
Charity Football Game 


Liggett & Myers Tobacco Co., 


Luber-Tone, Inc., St. Louis, maker! sponsor the telecast of the 10th 


of Luber-Tone lubricant for au-| 
tomobiles, planes, etc. Available 
only in limited quantities in pre- 
vious years, Luber-Tone is now in 
mass production and will be pro- 
moted on a emarket-to-market 
basis. 


Gets Jewelry Account 


York, has named Van Diver & 
Carlyle, New York, to handle its 
advertising. Class _ publications 


lover 
| WMAL-TV, Washington; WMAR- 
TV, Baltimore, and WNAC-TYV, | 
De Cara Leather Jewelry, New | Boston. . 


annual New York Herald Tribune 
Fresh Air Fund football game 
Sept. 14 over WJZ-TV, New York. 
The Chicago Bears will meet the| 
New York Giants in the charity | 
event. ° 

The telecast will be carried 
WFIL-TV, Philadelphia; 


tai | 
Canadian Agencies | 


supplemented by newspaper ad-| Start Aptitude Tests 


vertising through dealers will be) 
used. 


Starts Heater Drive 


Joseph E. Lewis & Co., Balti- 
more, has launched a campaign in 
the Sunday rotogravure sections 
of leading newspapers to promote 


J 


its Tankless heater. Samuel 
Croot Co., New York, is the 
agency. 


The Canadian Association of | 
Advertising Agencies will inaugu- 
rate an aptitude testing plan for 
college seniors and others inter-| 
ested in advertising as a career. 
CAAA, upon request of the testee, | 
will forward test results to agen-| 
cies and other firms employing 
advertising personnel. 

The test will cover contact-| 
plans-merchandising, copywriting, | 
research, media_ selection, me-| 


|chanical production, radio and|ther information is available from 
\layout and art. The examination| the CAAA Aptitude Testing 
|will be given in Toronto at the’ Committee, 111 Avenue Rd., To- 


‘Royal York Hotel, Sept. 25. Fur-  ronto. 


FRIENDS 


"To make a friend, you must be one." 
Twenty-four years of service to farmers 
in Kansas and adjoining states have 
made us their friend.. 


TheVoiceosKansas 
in TOPEKA 


Why work the wooden indian market? 


he’s 


tha 


thing, in fact, from house furnishings to hair prepara- 


Men in the PIC years from 18 to 35 buy more 
brands of hair preparations than any other Age 
Group! 


@ After a man’s 35, about all he accumulates is sales re- 


sistance. 
But before that. 


In those Golden Years, those Pic years from 18 to 35, a 


a wide open prospect for your product... for every- 


a 


tions! Just listen! 


Men in the PIC years from 18 to 35 buy more 
houses than any other Age Group! 


Men in the PIC years from 18 to 35 buy more 


n twice as much insurance as any other Age 


Group! 


The —t 
magazine PIC 
for epee 
gO 
young men ““ 
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Florida Agencies Meet 


The First Advertising Agency 
Group will hold its 1948 conven- 
tion Oct. 19-21 at Ponte Vedra! 
Inn, Ponte Vedra Beach, Fila. 
Host agency will be Newman, 
Lynde & Associates, Jacksonville. 


Propose Potato Tax 

The Washington State Potato 
Growers Association, formed ear- 
lier this year, will sponsor a bill 
to establish a Washington State 


Potato Commission to promote | 


and market the state’s en 
The association suggests an 
|sessment on growers of half. a 


cent per 100 pounds to support) 


Such a-comnission. 


Journals Name Day 


Eli Day, Altamonte Springs, 
Fla., has been named Florida rep- 


resentative for the Chicago Jour-| 


nal of Commerce and New York 
Journal of Commerce. 


REPRESENTATIVES 
Kansas City, Mo. 
n L : New York City, N. Y. 
| Ss New Orleans, La. 
Detroit, Mich. 
i C SS Chicago, Ill. 
p L A St. Louis, Mo. 
yor Dallas, Texas 
Houston, Texas 
Louisville, Ky. 
EXPERTS IN ME to display headquarters for Cleveland, 0. 
PLASTICS best results in plastics, displays Buffalo, N.Y. ~ 
at tate and display racks, posters, lighted Philadelphia, Pa. 
couotyre signs, cutouts, electric clocks, sales Birmingham, Ala. 
=e promotional items, miniatures and Atlanta, Ga. 
BENT Giass Odels, action displays . .. made to Jacksonville, Fla. 
FIRED Glass pack a real sales punch! Dwinell Wichita, Kans. 
OAETAL knows how. Let our creative de- Kalamazoo, Mich. 
WIRE 
masonite partment help you. Call your nearest 
PLASTER representative today . .. or fill in | A few choice 
PAPER . territories still 
comsinations the coupon below. No obligation. available. 
eee ee a 


CLIP 
and 


119 W. 8th St., 


CHARLES L. DWINELL CO. Dept. 201 
Kansas City 6, Mo. | 
Please have a representative call, bringing complete information about | 


‘Poster Appraisal 
~ Explains Survey 
Technique, Costs 


MAMARONECK, N. Y.—Last week | 
| Poster Appraisal Service revealed 
| some of the clients for whom it} 
operates, something of its fee 
basis, and a good deal about what 
it tries to measure. 

PAS and Marion Harper As- 
sociates (AA, Aug. 23) are now 


‘actively engaged in outdoor meas- 


urement. 
PAS tries to measure the degree 
of remembering, the degree of 


‘of the name element, 


MAIL HEE 
ADDRESS aos Te 
TODAY! CITY _.. OMB. 5... 00: PE a sacleswihhesos 


identification when product name 
is masked, the relative visibility 
and mis- 
identifications by people who re- 
call the product but confuse the 
advertiser. 

PAS interviews 500 people in 
crowded downtown sections, half 
the sample is women, and all re- 
spondents are over 20 years old. 
About 20 poster designs are 
checked in each survey, all with 
a common posting date, and the 
surveys start about five days after 
the last expiration date of the 
posters. 

Interviewers ask two questions 
on each poster design: Do you re- 
member seeing this design on the 
poster panels? Do you know what 
product this poster advertised? 


Tests Cincinnati, Miami 


Interviewers rotate the order of 
the picture arrangement, moving 
the first design to last after each 


‘| interview, to minimize any advan- 


tage of position. 

PAS has completed ten con- 
secutive monthly surveys in New 
Haven, and is now making the 
eleventh. Exploratory surveys 


nati and Miami, and it contem- 
'plates monthly surveys later in 


ree I) nati been conducted in Cincin- 


| these cities and others to give a 
‘national sample. 

Subscription rates for PAS re- 
ports are $200 for the first city 
/}and $100 for additional cities. One 
duplicate copy of a report on any 
|city may be had for half the reg- 
ular rate. 

Among PAS clients: Foote, 
Cone & Belding (Rheingold beer); 
Texas Co.; Newell-Emmett Co. 
| (Sunshine biscuits); J. Walter 
Thompson Co. (Ford); Schlitz 
Brewing Co.; Petri Wine Co.; Cal- 
kins & Holden (Gulf, Van Camp); 
Batten, Barton, Durstine & Os- 
born (Schaefer beer); Kenyon & 
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Eckhardt (Kellogg _ cereals) 
Geyer, Newell & Ganger (Nash) 
and others. 


Quaker Backs ‘Yukon’ 


Quaker Oats Co., Chicago, wil! 


sponsor “Challenge of the Yukon, ° 
beginnins: 
to be 


ABC dramatic show, 
Sept. 13. The program, 
heard Monday-Wednesday-Frida) 


from 5-5:30 p.m. in all time zones, 


will be for Quaker puffed wheat 
and puffed rice. Placed throug) 
Sherman & Marquette, 
agency, the show is a Trendle- 
Campbell production originating 
in Detroit. 


stock 


MAIN OFFICE 
ATTLEBORO FALLS, MASS. 


‘Wascn B 


The MASON MAILMASTER 


- SAFETY 
WIRE CLASP 
SAVES PAPER, 


TAPE, TIME 


... for 


Postal Shipments 
No Wrapping—No Tying, 
65 sizes — 1,000,000 boxes in 


for immediate delivery. 
—Send for Catalogue. 


OX COMPANY 


NEW YORK OFFICE 
175 FIFTH AVE. 


Chicago 


FACTORIES: ATTLEBORO FALLS AND TAUNTON, MASS. 


MANUFACTURERS OF A COMPLETE LINE OF SET-UP BOXES 


V 
Not only the 
Carriage Trade, but 
r) 
aaa .. aie 


IN BASEMENT | 
ADVERTISING, TOO! 


Total 1947 advertising linage placed the Seattle Post - Intelligencer 
ahead of the second newspaper in such quality stores as Frederick & 
Nelson, I. Magnin, Littler, Grunbaums and Nordstroms. On exclu- 
sive Fifth Avenue as well as in Women’s Specialty Shops, the Post- 
Intelligencer also led. Indicative of the versatility and productiveness 
of Post-Intelligencer advertising is the fact that during the same period 
this newspaper also had a commanding lead in basement advertising. 


Bee Saale. Post- Intelligencer 


REPRESENTED NATIONALLY 


HEARST ADVERTISING 
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The fabulous success of British- 
made Dreft, demand for which 
keeps Thomas Hedley & Co. of 
Newcastle operating its plant at 
full capacity to supply London 
alone, has the Lever group wor- 
ried. 

Soaps made from scarce fats are 
tightly rationed in Britain—nine 
ounces a month is the limit, ex- 
cept for babies, who get 12 ounces. 
As a result, customers have flocked 
to buy the non-rationed deter- 
gents. To combat the inroads made 
by Dreft, the Lever interests, 
which have given no indication of 
marketing Breeze in England, are 
touching up a hush-hush promo- 
tion to recapture dominance. 

In addition, the Lever combine, 
which cannot sell more fatty-base 
soaps than the ration permits, are 
experimenting with new substi- 
tutes, and already have begun 
market tests for Quix, a liquid, 
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and Kilty, in bar form. 
* * * 

Weekly newspaper publishers 
are displaying raised eyebrows | 
over the recent removal of the| 
Weekly Newspaper Bureau from) 
Syracuse to Chicago (AA, Aug. | 
30). The bureau, originally | 
founded as a research and pro- | 
motien organization for all week- | 
lies, will be housed in the same) 
offices as the Newspaper Adver- 
tising Service, which acts as rep- 
resentative for about 5,300 week-_| 
ly papers. 

Publishers who are represented 
by the rival American Press As- |. 
sociation, and who support the) 
Weekly Newspaper Bureau 


through voluntary contributions, , 
are wondering whether the move | 
means that WNB data will be. 
used to promote papers repre- 


KEY TO PROFITS | 


In the years just ahead sales- | 
men will again be the most | 
important men in your organi- | 
zation—if they are properly |. 
trained. 

Make sure that they are. De- 
fine their jobs, train them to | 
handle their work and time 
most effectively. 

This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 

ORDER YOUR COPY TODAY — $2. 


ADVERTISING PUBLICATIONS, INC. 
100 E. Ohio St. Chicage 11 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 


Div. 922 

1 100 & Ohio St., Chicago 11, Il. 

t Gentlemen: 

! Please send me — copies of “Successful 1 
| Sales Training.” Enclosed is $————. 
i DE Tihs ta cchadiineatieetetnrcaeuheod® 1 
NTIS ncntodsseunnihulncamanesecuebes 1 
gee CE ee eee 
§ GEE 5 ccscrscnsececessesoresneenasvones i 
. pe Zone...... oe 1 


sented by the NAS, their com- 
petitor. The Weekly Newspaper 
Bureau, incidentally, is partially 
supported by the National Edi- 
torial Association, weekly news- 
paper trade group, whose general 
manager also is general manager 
of NAS. 
ca * a 

Gasoline and motor oil ads are 
about to reappear in Great Britain 
for the first time in nine years. 
Refiners and distributors since 
1939 have been selling only “Pool 
Petrol,” but government regula- 
tions forcing pooled sales have 
now ended. In the last year be- 
fore war began in Europe, the two 
biggest advertisers were Anglo- 
American Oil Co., for Esso, and 
Shell-Mex and B. P. Ltd., for Shell 


and B. P. products. Shell - Mex 
plans to use “informative” news- 


| 
| 


paper and magazine copy and will | 


|not use outdoor, a medium heav- | 
|ily used for petroleum products | 
| prewar. 


ca % * 


A contract for $1,000,000 of | 
16 mm. sound projection equip-| 
ment recently awarded DeVry | 
Corp. by the armed services will! 
not interfere with the company’s 
normal civilian output, nor will 
advertising appropriations be cur- | 
tailed. Despite “overproduction” 
in the 16 mm. field (AA, Aug. 16), | 
DeVry will step up production to | 
turn out the order for Navy and| 
Signal Corps equipment. 


Swap Wave Lengths 


Large space ads 
dailies announced the change in 
wave length of Toronto stations 
CJBC and CFRB. CJBC, key) 
station of the Dominion network, 
operated by the Canadian Broad- 
casting Co., will operate in the fu- 
ture on 860 kc., which was for- 
merly the wave length of CFRB. 
The latter station takes over 
1010, previously allotted to CJBC. 


in Ontario} ~ 


51 
ppoints Maxwell Dane |CKLW Promotes Wardell 


The History Book Club, New) E. Wilson Wardell, on the sales 
York, has appointed Maxwell! staff of Station CKLW, Windsor, 
Dane, Inc., New York, to handle| Ont., has been named sales man- 
its advertising. |ager of the station. 


This publication is the 
only authentic audited 
paper edited for both 
the oilheating and 
fueloil phases of the 


232 Madison Ave. 
_ LExington 2-4566 


FueLoit & Or. Hear 
New York 16, N. Y. — 


to go to Dallas Schools and Colleges 
,.. bat at hame they vead “The Dallas Tews 


Dallas... home of Southern Methodist University, Southwestern 
Medical College, Baylor Dental College, Hockaday School and 


Junior College and 
educational centers. 


Not counting grade and high schools and a large and valuable 


group of vocational 


ple are receiving their education here... laying foundations for 
future lives...creating countless contacts between the City and 
the homes of the greater market area. 


Sell the readers 


of The News and 


you have sold 
Dallas Market. 


CRESMER & WOODWARD, INC., Representatives. New York, Chicago, Detroit, San Francisco, Los Angeles. Member, American Newspaper Advertising Network 


Among the ties 
the 


Of course alum 


Dallas News at home. 


Dallas Morning News 


RADIO STATIONS WFAA AND WEAA >) 


THE TEXAS 


that make the Dallas market area a close-knit community, none 
are stronger than these institutions of learning. 


others...is one of the Southwest’s foremost 


schools, more than nine thousand young peo- 


that bind the City to its outer territory... 


ni—parents—families of students read The 
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Tells Engraving Savings 
Basil L. Smith System, Phila-| 


delphia engraver, has begun pub- 
lishing “Saving on Engraving,” a 
monthly publication to aid indus- 
trial editors. Copies may be ob- 
tained free from the Smith offices | 
at 1016 Cherry St., Philadelphia 7. 


PLACEMENT 

© 

Heodquarters since 1920 for 
ADVERTISING AND 

MARKETING PERSONNEL 


Public Relations 
Please write briefly outlining 
cific experience or 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


Walter Lowen 
AGENCY 


Executives © Copy © Art © Office 


our 
needs. 


High Point 2 North Carolina | 


| 


| 


| 


|330 W. 42nd St., New York 18, N. Y. 


; 


HELP WANTED 


Ady. Mer. Publication Exp... . 88,000 


Advertising Asst. Mdse. Exp.. 3,900 
Asst. Account Executive...... 5,000 
Demme Bee issues ae céeee vo» 5,000 


SHAY AGENCIES 

30 W. Washington 

ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. KR. Hazard 


GEORGE WILLIAMS CO.—Personne! 


CEN tral 9800 


209 S. State St., Har. 2003, Chicago 


COPYWRITER: EXPRPRIENCED 
Male or female. 
ditions, good salary, 
clude samples, 

Box $763, ADVERTISING AGE 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 

PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 


Assistant to President of Ad Agency 
contact, 
and sales work. Excellent opportun- 
to 
Vice President 
a progres- 
St. 
estab- 
State agency experience, 


wanted for creative, copy, 


ity for the right leading 
Account Executive, 
and stockholder. We are 
sive, medium-sized agency 
Louis, with solid accounts, 
lished 1941. 
creative ability, starting salary. 
Box $764, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, III. 


man, 


in 


Good working con- 
opportunity. 
| Providence agency, write details, in- 


185 N. Wabash, Fra. 0115, Chicago 


EXECUTIVE-TYPE 


DESIGN SALESMAN 


We are looking for an unusual salesman—a man who probably has been high in 


the management of a business. 
man. 


He talks selling, lives it, breathes it. 


This man is basically a salesman and an idea 


He feels creative selling to top- 


management is the epitome of all selling. He presents new ideas logically, per- 
suasively, convincingly. This man has imagination and vision to see how most 
every product on the market today can be improved through product styling. He 
is convinced every major firm needs better product and package styling, and he 
has the courage and suave selling manner that will get him in to see and sell 
his ideas to the biggest corporation officials. He is appreciative of good product 
and package design, and he possesses some knowledge of product function, 


merchandising, manufacturing techniques and materials. 
different, interesting and resultful door-openers. 


His sales letters are 


He to beat the 


knows how 


bushes for new business as well as build friendly relations with old established 


accounts. 
possible prospect. 


He wants freedom of selling opportunity so that he can tackle every 
And he wants a real selling future. 


If you think you can 


pitch for this established, on-the-ball design organization, then write us con- 
fidentially and tell us about your personal and business history, and why you 
think you’re qualified to join the team. You can start with us right away if 


the uniform fits. 


The salary will be right, too. 


Box 7165, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


BUSINESS PAPER 
PUBLISHERS’ REPRESENTATIVE 


Over |5 years successful business paper 
sales experience, plus intimate acquaint- 
ance with agencies and advertisers in the 
rich Ohio and adjacent territory qualify 
this man to do an outstanding selling job 
on business, trade or industrial publica- 
tions. Excellent sales record and refer- 
ences. Downtown Cleveland office. Per- 
sonable, a hard worker who knows how 
to make a factual market presentation. 
Commission basis only. If you are the 
publisher of a really significant business 
publication and recognize the need for 
intelligent, resourceful representation dur- 
ing the competitive months and years 
iust ahead, you will want to interview 
this man. 
Box 7158. ADVERTISING AGE 

100 E. Ohio Street, Chicago I!, Illinois 


S. O. S. 
TO CHICAGO 
ADVERTISING MEN 


Our Circulation Director urgently 
needs a 5-6 room apartment on 
north side of Chicago. Can you 
help? - 


Please contact Mr. Hartenfeld at 
Del. 1336. Advertising Age, 100 E. 
Ohio St., Chicago. 


RIGHT HAND MAN 
AVAILABLE 


Skilled in copy, layout and selling. 
Strong on ideas. Can do some fin- 
ished art-work. Personable, congenial, 
industrious. Fully experienced. Not 
drifter. Six years with one concern. 
Want real opportunity and will work 
to merit your confidence. Prefer 
South or Southwest but not neces- 
sary. Age 35. Available immediately. 


Box 7163 ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


ADVERTISING MANAGER 


seeks position with a major 
manufacturer or agency as 


ADVERTISING MANAGER and or 
SALES PROMOTION MANAGER 


where 22 years extensive experience in 
food, drug and other fields can be used 
to full advantage. Can competently ad- 
minister advertising budgets of $500,000 
or over. Know marketing, market analysis, 
market research, channels of distribution, 
broker functions, chain and co-op outlets, 
sales promotion, sales strategy, prepara- 
tion of sales manuals, advertising on 
radio, newspapers, magazines, outdoor, 
trade papers. Know how to win con- 
sumer acceptance thru research, booklets, 
premiums, contests, publicity. Know copy 
and graphic arts thoroughly. Know 
agency relations and procedure. Excel- 
lent organizer, resourceful, personable, 
faithful. Married, 42, college. Resume 
sent on request. Minimum start $12,000. 


Box 7144, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING MAN WITH 
ACCOUNTING BACKGROUND OR 
ACCOUNTANT WITH 
ADVERTISING EXPERIENCE 


Outstanding opportunity with big major 
appliance manufacturer (overnight from 
New York) for man capable of handling 
complete dealer cooperative advertising 
program. Should have good knowledge 
of Cooperative Advertising practices and 
budgets. If you believe you can budget 
and administer large cooperative adver- 
tising program, if you have enough selling 
sense to plan successful retail advertising 
campaigns for major accounts, this is the 
job for YOU. But it's going fast! Write 
today giving your age, qualifications and 
salary requirements. 
Write Box 7162, ADVERTISING AGE 

330 W. 42nd Street, New York 18 N. Y 


,troduce the new Transpara tub firm will be known as Dale Mc- 


| be promoted with dealer news- 


| with 


| Prepared, 
} send 


| State Details. MATL ORDER LEWIS, 


Lo, the Poor’ Doc! 
Now There's Much k 
Gold in Black Bag 


New York—Your favorite doc- | 
tor may or may not smoke Camels, 


| shave with Mennen, use a Dunhill 
volume, | 


noon, 11 days preceding publicatian 


rate per column— 


sio ! 
er 5 inches apply 


on aun 


HELP WANTED 
Advertising Printing Salesmen 
Large midwest printing and litho- 
graphic organization with complete 
graphic arts service in city of 100,- 
000 has openings for one or two top | 
| notch men experienced in sale of ad- 
| vertising or commercial printing or 
| both. Must be capable of handling 
$100,000 to $150,000 annual 


Your Milkman Brings the Deiry te Your 0 


willing to live in and work in and | DeNicotea holder, and he may not Meiplat though he moy ber sn hnachond 
out of home office city. Write for | even be conscious of the advertis- | ewer ployang euthmen bolero beeahfon eo cher wart 
complete details. Replies treated | bie gobs added Yes op ane bat 


wide varety of bealchtu 


| ing barrage aimed at the men in | 
white. But one thing you can be | oo“ z 
/sure of, as your checkbook may | el the Wicadly Milkmen  ° 
have indicated. He is making sue eimeese pra A yp By np 
money. 

Medical Economics, Rutherford, 
N. J., has just published its sixth 


confidentially. Our men know about 
this. Reply: 
Box 9762, ADVERTISING AGE 
_100 E. Ohio St., Chicago 11, Il. 

Y POSITIONS WANTED | “ 
PACKAGING ARTIST—Free Lance, 
i2 yrs. Exp. Creative, Eye Appeal- 
ng Designs, Crisp color comprehen- 
sives and Finish art work. 


dary prodka ts wath 
ong (rom poms dowrweep 


ee 


UNION AD—Newspaper ads like this 
and outdoor are being used in the Twin 
Cities to promote the cause of the ad- 


nes ott, eS eet quadrennial survey, which shows vertiser——Local 471, Milk Drivers and 
D. 3 & ce . qi : a - , 

ee ee =e total gross income of physicians IN| Dairy Employes. Graves & Associates 
Fully exp’d advertising artist. Age| the U. S. at $2.5 billion, with an is the agency. 

3. Broad agency, studio and free-| average net income of $9,884 in 

tance background. Strong on illus. 1947 . rye ‘ 

ind drawing; well qualified on lay- . T C D 

yut, lettering, produc., typo., etc.| Up from $3,792 in 1935, median win ities airy 


Art direction & pkg. exp. Versatile, 
‘ooperative. Samples and references. 
Box 9765, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 
MEDIA DIRECTOR AVAILABLE 
10 years space and time buying for 


‘net was $8,744 last year. Gross 
‘income for 1947 averaged $17,476, 


. - 
Firms Find Local 
|with median gross at $14,500. Union Hel ful 
10 years wt ‘ing for Nevertheless, doctors have not p 
eading National Accounts. ge 33. | " : = we 
Box 9767, ADVERTISING AGE | moved up in the brackets propor-| MrnneaPoiis—Dairies providing 
100 E. Ohio St., Chicago 11, Ill. __| tionately. “Net incomes rose 14% |home delivered milk are getting 
Aave vo Romane—cor mere amency from 1943 to 1947, while incomes | much good publicity here these 
or advertiser experience. e jour- . ai bas 
“nal, publicity, food backgrnd. of all gainfully employed persons |qays from an advertising cam- 
30x 9766, ADVERTISING AGE 'inereased 32 during the same ; ; 
__100°E. Ohio St, Chicago ii, Ti, | Morea’ Jo g [pion fe poses ont on ord 
EASE THE STRAIN ale oor boards promoting their prod- 
19" your copy dept. Let this writer The highest gross reported came ‘ucts. 
o your surplus work. Experience iali o . : : 
| includes Newspaper, Radio, M.O., ete. ae o penetra a $180, | On a “Hail the friendly milk- 
pes ty Fey ts ERTISING AGE , IS net was ’ ee /man” theme, the campaign has 
__100 E. Ohio St., Chicago 11, Il. Physicians generally were in the |peen jJaunched in the Minneapolis 
EXECUTIVE SECRETARY + o j j re . ‘ 
Assistant to top management avail- top 3% of the national income | Star and Tribune with four inser- 
able for challenging assignment in bracket. Of the total number of | tions of 315 lines monthly and a 
| « hicago. Girl F riday whose experi- | active private physicians, 2.8% | - 
ence includes sales supervision, pro- ° |50% outdoor showing. 
motion, analysis, correspondence; of- grossed $50,000 or more, and 0.01% | Thi advertisin b which 
| fice and personne! management, de- grossed more than $100,000. s / ; g, y 
|partmental coordination, public re- Furth ind dent physicians |\°*"? dairy in the area benefits, 
rahe t ’ ‘ 8 7b : . ‘ 
a eox 9170, ADVERTISING AGE Pca he seat dee” dentece {MD not costing the milk companies 
_100 E. Ohio St., Chicago 11, 11 P ats /a penny. The approximate $15,- 
PUBLIC RELATIONS and publicity | 1¢ss than half their income from joo Qoct of the drive is financed 


expert, 12 years’ newspaper experi- salaries) earned an average net | . : 
ence. Plan campaigns, write book- : " ; 8 ~ lentirely by the International 
tomar ihjaman a Be al . of $11,300 in 1947. Those whose | : : - 
| Ate ane releases. Rood cantect Man.) |e Teamsters Union - Milk Drivers 
Seeks position in New York. saiaries accounted for more than . 

Box 9771, ADVERTISING AGE and Dairy Employes, Local 471. 


half of income averaged $7,914. 
They Still Work Hard 


330 W. 42nd St.. New York 18, N. Y. 


: The unions wanted to increase 
HOUSE ORGAN EDITOR, 10 years’ 


the consumption of home deliv- 


|newspaper production, can produce ; 3 

eoletes edations an consider The survey is based on a sample ered milk rs — sia _— 
connection in New York. . of 4,393 independent physicians erg e dairies 98 ae 
sox 9772, ADVERTISING AGE salar af col o not favor an one articular 
230 W 42nd St. New York 18 N. y, and 485 salaried physicians. The | y Pp 


AVAILABLE OCTOBER 15th ™agazine’s editor, William Alan | Sales outlet—to insure steady em- 
Top flight advertising and sales pro-| Richardson, points out that the |Ployment of milk truck drivers. 
motion executive now connected + Legh ke : : : 

large Chicago manufacturer, |™edlan gross from practice, $14,- | Since the campaign started last 
Desires greater opportunity with | 500, is appreciably lower than the | Spring the union has reported no 
progressive company or advertising | >Verage gross and may well con-|unemployment among its mem- 


agency. Very experienced in direct . 
mail and magazine advertising. Will | stitute a more typical figure, being bers. However, the full test of 


Eo Bo anywhere. Age 37 and ij ,distorted by some extremely |the campaign will come this fall 
Box 9773, ADVERTISING AGE high incomes. when residents return from sum- 
100 E. Ohio St., Chicago 11, Tl 


The biggest increase occurred mer vacations, the union believes. 


REPRESENTATIVES AVAILABLE between 1939 and 1943, when | Cooperated Before 

Could ‘etfectively cover added. terri, | FOSS rose from $7,365 to $13,605. | 

tory. Prefer permanent affiliation On the whole, doctors still} A mew schedule of newspaper 
with substantial organization havine work hard for their money. advertisements, somewhat larger 


national magazine, business or trade pS 
journals worthy of consistent sales | Seven physicians, all of whom had |than the original schedule, has 


eee pie cenedules are bel" | gross incomes of more than $100,-| been planned for this fall with 
literature and details. ,000, have from five to ten em-/|two 378-line advertisements each 
ployes, work 10 to 15 hours a day, | month. Outdoor showings are 


Box 9740, ADVEPTISING AGE 
190 KE. Ohio St.. Chieagwo 11, Tl. _—s 
and have been practicing 10 to |changed monthly. 


MISCELLANEOUS 


WAIL ORDER NAMES WANTED 30 years. The proctologist who, The union and the dozen or 
Mail Order Clothing Firm will buy | earned $86,000 employs twoM.D.’s,|more local dairies that provide 
active names. Buvers in New Enge- - ‘ . ho deli d ilk h - 
land, Northern and Midwest States. | SEVEN secretaries, and works ome envere mi ave coop 


18 hours a day; hasn’t had a va- erated before in a public relations 


Box 213 *assaic, } P i j j 

—— 2 ; er xt 7 viz (cation in years, sees 60 patients | program. An example occurred 
ow os otostats. op quality . ._* : . 

prints, clear and sharp, pM marae daily, and has been practicing for|last winter when, during the 
sized. 11x 14 neg—35ec, pos. 25c. Get | 20 years. March of Dimes campaign, the two 
our oauotations on large iobs! Cen- ¥ ee - | d 
tral Photostat Service, 32 N. State joined forces in a full-page adver- 


3t., Chicago, II. 


Landers, Frary & Clark 
Starts New Drive 


The Home Laundry Equipment 
division cf Landers, Frary 
Clark, New Britain, Conn., will in- 


'tisement telling housewives their 
milkman was “leaving an empty 
for them to fill.” 


‘McCutcheon Leaves JWT 


to Start Own Business 


Dale McCutcheon has resigned Graves & Associates, Minne- 
as an account executive of J. apolis, is the agency for the union. 
Walter Thompson Co., Chicago, ee 
|to open his own publishers rep- 
resentative business. The new) 


Appoints Hayhurst 


‘ Mercury Mills Ltd., Hamilton, 
home laundrv en Oct. 16 in the Gytcheon & Co. with offices at| Ont. has named F. H. Hayhurst 
Farm Journal. Parents’ Maaazine 34; & Ohio St., Chicago. Prior to| Co., Toronto and Montreal, to han- 
and The Saturday Evening Post. ‘the war. Mr ” McCutcheon was/|dle its advertising, effective Jan. 

The two-sveed washer also will) western ‘advertising manager of|1!, 1949. Mercury Mills manufac- 
Liberty. |tures underwear and hose, and 


paper ads and point of sale pro- The new company will repre- | markets P. K. moth proof knitting 


available 
PRINTING EXPERT 


Well versed in all branches of the 
graphic arts and with the ability and 
know-how to produce large volume print- 
ing orders on schedule. Will get honest 
value for every dollar spent. Excellent 
record of achievement. 

Box 7159, ADVERTISING AGE 


100 E. Ohio Street, Chicago I!, Illinois 


motion. The agency is Goold & hitecture _| yarns, which are made by Mait- 
Tierney, New York. a eS Se ee oo me Spinning or ge Listowel, 
My Baby & Young Years, New nt., a division o ercury. 
available | York. 
Printing Plant Manager | L To Lockwood-Shackelford 
Able administrator with proven ability to Appoints Rader _ Lockwood - Shackelford Adver- 
pees Se es Se, we oe Charles O. Rader, formerly | tising Agency, Hollywood, has 


challenging opportunity. 
all branches of the graphic arts. Strong 
organizer thoroughly canable of getting 
desired results and maintaining healthy 


commercial sales promotion man- been named to direct the adver- 
ager of Koppers Co., Pittsburgh,|tising of the Taylor Automobile 
has been appointed sales manager} Co., Los Angeles. Radio spot an- 
of Aer-a-sol products of Bridge-| nouncements and one-minute 
port Brass Co., Bridgeport, Conn.! television spots will be used. 


labor relations. 
Box 7160. ADVERTISING AGE 
100 E. Ohio Street, Chicago I!, Illinois 
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Giveaways Are 
Not All Bad, 
Panel Agrees 


HoLLywoop — Radio giveaway 
shows are neither good nor bad, 
per se. 

That general conclusion was 
reached here in a discussion of this 
much-debated subject at a meet- 
ing of the Hollywood Advertising 
Club. The consensus was that of 
five top radio executives and pro- 
ducers here. 

John Masterson, who has inter- 
ests in “Breakfast in Hollywood” 
and “Bride and Groom,” defined a 
good giveaway show as one on 
which gifts are appropriate and do 
not overshadow the entertainment 
value of the show. He said give- 
aways are not a fad, but added 
that, as with quiz shows, public 
“acceptance” will probably shake 
the number down to two or three 
good ones. 

Answering the criticism that 
free product plugs cause loss of 
sponsor identification, Mr. Master- 
son cited a test made of a recent 
“Bride and Groom” audience in 
which, although none heard the 
commercials during the broadcast, 
all but two of 300 people identified 
the sponsor correctly. 


Can’t Be Temporary 


Sid Gaynor, sales manager, Don 
Lee Network, likened giveaway 
shows to dope. “They give a false 
sense of strength and the feeling 
that if a little is good, more is bet- 
ter,” he said. Viewing the current 
“hysteria” as the climax to the 
scramble for high ratings, he 
urged the use of sales results as 
the only practical yardstick of a 
program’s value. Mr. Gaynor ob- 
served that the networks can stop 
giveaways by changing commer- 
cial rates for announcements. 

Jack Runyon, Biow Co., com- 
pared the present cycle to those 
which occur in the production of 
movies, and urged that a long- 
range viewpoint be taken on the 
subject. In his opinion, a good 
show which seeks to hypo its rat- 
ing by a temporary giveaway stunt 
cannot successfully return to its 
original form. 


Competition Spurs Ideas 


Jack Bailey, of “Queen For A 
Day,” suggested that if a show is 
not good, there is no cause for 
worry. “Mr. and Mrs. America 
will take it off the air,” he said. 
“This country got big by starting 
things, not stopping them.” 

Competition started giveaways, 
and will likewise stimulate new 
ideas in the future, Mr. Bailey as- 
serted. 

As moderator, radio entertainer 
Garry Moore made a clear dis- 
tinction between prizes and give- 
aways. The gift of an orchid is a 
fine touch which puts “love and 
warmth” into the show and its au- 
dience, he declared. Singling out 
“Take It Or Leave It,” he ex- 
pressed the belief that with a top 
prize of $64, the show is just good 
fun, but when prizes are in the 
thousands, he said, warmth is lost 
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-WBKB Names Balaban 


John Balaban will direct opera- 
tions for Chicago video Station 
WBKB, owned by Balaban & Katz, 
replacing Capt. William C. Eddy, 
who resigned to become president 
of Television Associates, Michigan 
City, Ind., television manufactur- 
ing and consulting firm (AA, Sept. 
6). John Mitchell continues as 
assistant to the director of WBKB. 


Enns Quits Cowles Post 
H. Theodore Enns Jr. has re- 
signed as national sales manager 
of the Cowles Broadcasting Co., 
effective Oct. 1. He has obtained 
a substantial interest in the News- 
Tribune, Fort Pierce, Fla., pub- 
lished by his uncle, Paul Enns. 


CMBF Names Guzman 

CMBF, Radio Universal, S. A., 
Havana, Cuba, has named Mel- 
chor Guzman Co., New York, as 
its United States and Canadian 
representative. 


Acme’s New Seal 
parks Drive 
in Magazines 


Cuicaco — Acme Steel Co. will 
conduct a magazine drive in Oc- 
tober to promote venetian blinds 
and to introduce the new “Galva- 


Bond seal,” which will identify 
all steel-slatted blinds that the 
company supplies to venetian 
blind manufacturers. 

The aim of the drive is to sell 
more steel venetian blinds and to 
give consumers a seal by which 
to identify blinds made of Galva- 
Bond steel—a new and easier 
name for the company’s galvan- 
ized-bonderized steel slat stock, 
which Acme has been pushing in 
magazines for more than a year. 

The seal will appear first in full- 
color pages in October issues of 


American Home, Better Homes & 
Gardens, House Beautiful, House 
& Garden and Ladies’ Home Jour- 
nal, Venetian blind manufacturers 
and dealers selling blinds made of 
Galva-Bond steel will be supplied 
with mats, material for local radio 
programs and suggested publicity 
releases for use in community and 
shopping newspapers. 


Leo Burnett Co. here is the 
agency. 
KIOA Appoints Hull 


Janice Rae Hull has been ap- 
pointed promotion manager of 
Station KIOA, Des Moines, suc- 
ceeding Mary Tucker. 


Diversey Names Saylor | 


Lynn A. Saylor has been named | 
advertising manager of Diversey 
Corp., Chicago, maker of chemical 
sanitation products and _ insecti- 
cides. He formerly held similar | 


33 


positions with Mystik Adhesive 
Products, Ingersoll Steel division 
of Borg-Warner, Hotpoint, Inc., 
and Certain-Teed Products. 


INFLUEN 


6- to 14-year-olds— 
and their parents 


and contestants can and do get| 
fighting mad. 


Godfrey to Thompson 


Henry F. Godfrey, formerly ad- 
vertising research manager of | 
Schenley Distillers Corp., New | 
York, has joined J. Walter Thomp- | 
son Co. to supervise copy and | 
media research in the New York | 
office. Before joining Schenley, 
Mr. Godfrey was executive vice-| 
president of L. M. Clark, Inc., 
magazine readership service. 


Guedel Names Atkins 


Irving Atkins has been named 
television director for John Guedel 
Productions, Hollywood. Plans} 
are under way to test its radio. 
shows, “People Are Funny” and 
“G-E House Party,” for television | 
within the next few months. | 


| 
{ 
| 
| 


up little room and doesn’t argue. 


the job, doesn’t ask for time off, won’t cuss at any chore. 


Will consider only light eater and total abstainer who takes 


at pumping water, hoisting hay, loading corn, ventilating 
barns, grinding and mixing feed, grading eggs, cooling 
milk, mow curing, cutting silage, running saws and shop 
equipment, and willing to take pay in pennies... 


See S. F. Farmer— RFD Midwest. 


WANTED—HIRED MAN 


Who can wake up without being called, is always on 


Must be able to lift tons without tiring, and experienced 
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one man.. 


in industry... made every 
realize his best hired ma 


chopper to cut ensilage, a 
the silo (page 6)... 
equipped with a blower 


plans $1 (page 24-25)... 


tractor, 


settler (page 35) ... Direc 


effective heavy brush cu 


Sounds like too much of a job for any 
. and of course, it is! 
The war, the draft, and the wage scales 


How far and how farm mechanization 
has gone is evident in the 16 articles in 
SuccessFUL Farmine’s September issue... 

Two Wisconsin farmers shared a field 


New all-purpose box, 


unloading, can be mounted on a trailer or 
truck chassis (page 18)... 
machinery double-function (page 22-23)... 
New SF labor-saving granary and crib, 


run machines (page 28-29)... 
Farm production up with fewer workers, 
more machines (page 31)... 
metal cutter (page 32)... 


drill bit, with pictures (page 38) .. 
blades mounted on tractor make fast and 


Economical use of corn drier (page 70) . 
Plus some 75 advertisements of machinery 
and equipment for the farm! 


WANTED— Hired man... 


Not every farmer is a machine buyer. 
Best machinery prospects are the country’s 
best farmers in the 15 Heart States, with the 
best soil, best methods, largest investment 
in plant and equipment, highest yields, 
and largest incomes. And the best Heart 
States farmers are SuccessFUL FARMING’s 
1,200,000 subscribers—to whom SF is work 
manual, progress report, and buying guide 
—aid to better farm business, farm living! 

Last year, the SF subscriber averaged 
$9,890 gross income without government 
payments—$4,000 over U.S. farm average. 
Seven years of peak production, prices and 
savings make the SF farm market one of the 
best class markets in the world. No medium 
duplicates its audience or influence... 


intelligent farmer 
n is machinery! 


nd a blower to fill 
and dragline for 


Making farm 


Teen-agers drive 


Home-made 
Improved dust 
tions for grinding 
. Serrated 


San Francisco. 


tter (page 46)... 


and no advertising is national without it. 
SucCcEssFUL FARMING, Des Moines, 
York, Chicago, 
Cleveland, Atlanta, 


New 


Detroit, Los Angeles, 
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Scott-Atwater 
Revamping Plans 
fo Promote Motors 


MINNEAPOLIS—An interesting 
point-of-sale demonstration de- 
vice will be used in the coming 
year by Scott-Atwater Mfg. Co. to 
help it gain a strong place in the 
outboard motor field. 

Scott-Atwater has made out- 
board motors for a dozen years, 
but until three years ago sold the 
motors only to other companies. 
Not until the close of the war did 
it begin selling Scott-Atwater mo- 
tors under that name. The com- 
petition is heavily dominated by 
the Evinrude and Johnson Motors 
divisions of Outdoor, Marine & 
Mfg. Co., Milwaukee. 

Scott-Atwater has not yet de- 
termined its advertising schedule 
for 1948-49, but has decided to 
go ahead with a dealer tank dem- 
onstration device developed and 
successfully tested this past sum- 
mer in the Southwest. The com- 
pany is believed to have been the 
first in the outboard motor field to 
use a steel stand permitting deal- 
ers to run the motors in their 
stores. 


Has Changed Agencies 


The new device is a variation 
of the original stand, permitting 
dealers to demonstrate the ease of 
operating the motors “under 
water conditions.” A special small 
blade is substituted for the regu- 
lar propeller so that water is not 
thrown out of the tank. 

Logan Wait, Tulsa, Okla., who 
designed the tank and distributes 
for Scott-Atwater in the South- 
west, said that nearly all of the 
more than 200 dealers he serves 
have paid $12 each for the dem- 
onstrators and report that they 
have brought far more attention 
from prospects. 

Mr. Wait also heads Wait Mfg. 
Co., which designs and manufac- 
tures products ranging from toys 
to giant oil drilling machines. 
Among his recent innovations is 
a “low-price, quick-change 
Scotchlite sign” for use in vehicu- 
lar and outdoor advertising. 

Last spring and summer Scott- 
Atwater ran ads ranging from 
two-column, two-color to half- 
page four-color and _ full-page 
black-and-white space in Boating 


gt 


Craftsmen 
at Philipp are 
well known for _ 
faithful matching ~ 
of colors 


LITHOGBAPHING 


oo 
> i 


1422 W. 4th ST, MILWAUKEE 12, wis 
PHONE « MARQUETTE 8-2446 


b. eceeieeres a 
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\ing, Field & Stream, 


Industry, Electrical Merchandis- 


\run before Christmas, but the 
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export advertising director of the 


Hunting &|main advertising effort will not; Walsh agency, has been named 


Fishing, Motor Boating, Outdoors- | break before the first of the year. | Beneral manager of the new com- 


man, Popular Mechanics, Resort | 


Management, The Saturday Eve- 
ning Post, Sporting Goods Dealer, 
Sports Afield, True and Yachting. 

Advertising is not running this 
month because the company has 
just shifted its account from Er- 
win, Wasey & Co. to Batten, Bar- 
ton, Durstine & Osborn. Teasers 
may open both trade and con- 
sumer campaigns. Some ads will 


Forms Subsidiary 

Walsh Advertising Co., Wind- 
| sor, Toronto and Montreal, has 
formed a separate company, to be 
known as Walsh International 
Advertising Ltd., to handle the 
export and import business of the 
agency. W. George Atkins, presi- 
dent of the Walsh agency, is presi- 
dent. Roger Irwin, who has been 


pany. Offices are located at 80 
Richmond St. W., Toronto. 


Increases Carrier Price 


The carrier - delivered price of 
the American, Waterbury, Conn., 
morning daily, has been increased 
from 25 cents to 30 cents weekly. 
The single copy remains at five 
cents. The Sunday Republican, 
under the same management, will 
continue to be sold at 10 cents. 


Carter Joins WCOP 


Philip S. Carter has joined the 
sales department of Statior 
WCOP, Boston ABC outlet. H« 
was formerly director of merchan- 
dising of WNAC, key station o 
the Yankee Network in Boston. 


Sierra Appoints Swan 


Thomas B. Swan has been cp- 
pointed sales manager of the 
Sierra Candy Co. division of Mc- 
Phail Candy Corp. He will make 
his headquarters in San Francisco. 


M. WILSON, JR. 


technical engineer for International 
Nickel Co., Inc., is a graduate of 
Cornell University and a member of 
the American Welding Society and 
the American Society of Mechanical 
Engineers. His chief hobbies are 
woodworking and metalworking in 
his home shop. He's been reading 
Popular Mechanics since 1925. 
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al Tile t Lindsay : | Branham eliminated the Sun-|Sunday newspapers in Standard {color in all but six of the 25 cit- 
— Tile = Seti tnt and Branham Lists day circulation of newspapers ac- | Rate & Data accepting r. o. p. col- lies 250,000 to 500,000 and all but 
; : rid i. oa * cepting r. o. p. color in order to|or advertising, Branham reports /16 of the 60 cities 100,000 to 250,- 
ne, iain y hang oe Pp apers Accepting avoid misinterpretation. Because |that ten are in cities of over 1,-|000 population. 
Conn., to handle the advertising several newspapers in the United | 000,000 population, 25 in cities 


for Alumitile, a new aluminum 
wall tile. 


Joins Cleveland Agency 

Mouncey Ferguson, formerly 
with Kudner Agency, New York, 
has joined the creative staff of 
Griswold - Eshleman Co., Cleve- 
land. 


R.O.P. Color 


New YorK—The Branham Co. 
last week issued an annual di- 
rectory of daily and Sunday 
newspapers accepting color ad- 
vertising for r. o. p. advertising 
which appears in each issue of 
the Standard Rate & Data news- 
paper section. 


States arid Canada accept r. o. p. 
color on Sunday only, the direc- 
tory includes these Sunday news- 
papers. 

The Branham Co. states that 
contrary to opinion held in some 
quarters r. o. p. color is avail- 
able in major markets and large- 


of 500,000 to 1,000,000 population, 
40 in cities of 250,000 to 500,000 
population, and 64 in cities of 
100,000 to 250,000 population. 
The directory reports that only 
one city over 500,000 population 
does not have a _ metropolitan 
newspaper offering r. o. p. color 


city newspapers. Of the daily and land an advertiser can get r. o. p. 


the ads... know the answers’ 


Says R. M. Wilson, Jr., of Bloomfield, N. J.: “I have a 
couple of friends who can’t understand what I see in Popular 
Mechanics. I guess it’s just that they go for story books and I like 
facts in my reading. It gives me a kick, though, when these same 
men come to me for advice on products they’re about to buy. If 


*s month, they’d know the answers themselves.” 
4 The P. M. MIND reads ads deliberately. That’s why your 


advertising gets more readership per thou- 
sand circulation in Popular Mechanics. 


* they’d read the ads in Popular Mechanics as carefully as I do every 


Offers Special Rate 


Parents’ Institute, New York, is 
offering advertising space in Call- 
ing All Girls and Varsity at a 
special Teen Group discount. The 
same or different copy may be run 
in the two magazines, which are 
of the same size. Circulation 
aa of the group is 1,000,- 


.) *. 
Newsweek’ Lists Rates 

Newsweek, New York, has re- 
leased a new rate card, involving 
no basic rate change but including 
for the first time a one-time rate 
for the back cover, which is 
$6,500. Other rates range from 
$8.77 a line to $3,100 a full page, 
one time. 


Texas Daily Starts 

The Reporter, Lamesa, Texas, 
began publishing Aug. 29 with a 
74-page issue. It will publish 
five evenings a week and Sunday. 
Ross A. Woodson is publisher. 


~. 


“The FREE press 
is Alert 
on News Trends,” 


Says Herbert Hunter Prod 
ee Manager, ‘7 enjoy read. 
ing the Free Press because of 


its outstanding Viewpoint o 
the ‘trend of times. : 


enjoy the 


; Always 
Sports Section, 
h is tops—also 


ture 
all like the Free 
r home.” 


Press in ou 


P. 4rents w, 
elcom 
Pres 2 in their © the Free 
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The new Survey of Buying Power by 


Sales Management puts New York 

City’s 1948 population at 7,871,100, or 
od 2,203,200 families with average Net 
Effective Buying Income of $5,732. 
Of all New York’s millions... 


9 ouT OF 10 
ak ARE SUBWAY RIDERS! 


NEW YORK SUBWAYS ADV. CO., 630 FIFTH AVE., N.Y. 20 


‘a 


WASHINGTON—Department store 
sales were off 8% in the United 
States for the week ended Aug. 28, 
according to the Federal Reserve 
Board. 

Although five districts showed 
small gains in dollar volume of 
sales, six other districts marked 
|}up losses, with the Boston (first) 
district showing a decline of 29% 
from the corresponding week of 
last year. 

Heat waves in various portions 
|of the country and a late Labor 
|Day were cited as factors con- 
'tributing to the decline. (Buying 
| usually reaches a minor peak dur- 
|ing the week preceding the holi- 
day). 

In addition to the Boston dis- 
trict, the New York (second) re- 
ported a 16% loss, and the Rich- 
mond (fifth) and Chicago (sev- 
enth) districts showed 13% sales 
drops. 

Greatest year-to-year sales loss 
shown by any city was that of 
New Haven, down 41%, followed 
by Providence, R. L., off 39%; and 
Springfield and Boston, Mass., 
down 27% and 25%, respectively. 

Greatest area gain was that of 
the Atlanta (sixth) district, up 
9%, followed by the St. Louis 
(eighth) and Dallas (llth) dis- 


JOHN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY. Notional! Representatives 
Affilicted Stations - WQAM, WQAM-FM, WOQAM-FX 


MIAMI -- An International Market! 


The first 6 months of 1948 show Miami well 
up on the nation’s list of high-spot building 
cities, its record-breaking $86,000,000 in 
building permits topping the year before, and 
accounting for more than half the total for the 
entire state of Florida. 


New building means new customers for any- 
thing you have to sell. And the way to reach 
Miami’s buying thousands-- new and old alike 
--is through the pages of The Miami Herald... 
the great morning paper that delivers 98.5 % of 
the families in Metropolitan Miami, and impor- 
tant readership throughout the rest of the state. 


Zone of Influence 


Miami Herald 


Federal Reserve Figures on Department Store Sales 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Aug. 28, ’48*p254 
Week to Aug. 21, ’48*.271 
Week to Aug. 30, ’47* .275 
Week to Aug. 23, ’47*.243 
Month of June, 48. .p313 
Month of June, *47...289 


pPreliminary. 
*Not adjusted seasonally. 


Siete ctentete atom pare 


i 
tricts, which reported dollar vol- 


ume sales increases of 6% and 
4%, respectively. Greatest in- 
crease among the cities was that 
of Houston, up 26%. 

In its report on department 
store sales, stocks and outstanding 
orders, covering 296 department 
stores, the Federal Reserve Board 
showed the following changes (fig- 
ures in millions of dollars): 

July ’48 June’48 July ’47 


Sales 275 336 253 
Stocks 829 859 731 
Orders 559 462 602 


The sales figures are the total 
for the month, while stocks and 
outstanding orders show the data 
for the end of the month. The 
data are for stores in various 
cities throughout the country, and 
are not totals for the country as a 


whole. The July figures are pre- 
liminary. 
Yr.-to-Yr. % Gain 
Jan. Mo. Wk. 
Federal Reserve to of Aug. 
district and city June July 28 
UNITED STATES. 8 pll —8s 
Boston District .. 2 8s —29 
New Haven .... —1l 23 —41 
Dn aise4¢ee 2 3 —25 
Springfield ..... 8 10 —27 
Providence ..... 1 15 —39 
New York District 6 6 -—+16 
og eee 6 —4 —14 
DE, .éiéeee cd 9 18 —16 
a, Sa 4 15 


ByTacuse ...++.- 
Philadelphia Dist.. 
Philadelphia 
Cleveland District 
PGs is ass ones 
Cincinnati ...... 
CIGVOIENE 2.5000 
Columbus .,..... 
yl ee eer 
PICtSOUragn 2.6 
Richmond District 
Washington .... 
BOItimore .cccce 


5 

pS eee 11 10 —21 
5 
1 
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Atianta District .. x pl7 9 
Birmingham ... 13 30 sf) 
0 eee 6 10 7 
BEE tid 6 3 0's S 3 1! 
New Orleans .... 11 17 : 
Nashville ...... r6 8 ( 

Chicago District.. 8 pi2 —t: 
Ce a wsceces 5 9 1: 
Indianapolis .... 3 9 —Il1/ 
eerie 10 13 —1i 
Milwaukee ..... 13 igs —lIs 

St. Louis District. . 9 p13 ( 
Little Rock .... 8 18 ‘ 
Louisville ...... 11 15 2 
ar BE géuders 10 9 § 
Memphis ....... 5 pl2 2 

Minneapolis Dist.. 7 10 ® 
Minneapolis .... 8 8 ° 
Me DUNNE erccesc 4 6 ‘ 
Duluth-Superior. 16 10 * 

Kansas City Dist... 8 8 
i ae 4 7 3 
We POSE sec etass 10 13 18 
Kansas City ... 10 10 — 
St. Joseph ...... 2 —3 —16 
Oklahoma City . 12 14 —" 
as a0 ue 18 16 1i 

Dallas Distriet ... 12 15 j 
ee ti 8 ( 
Fort Worth .... 11 14 Z 
| are 25 34 26 
San Antonio .... 11 9 —7 

San Francisco Dist. 9 pi2 r—2 
Los Angeles Area 1 p4 —-* 
re 10 ll 4 
San Francisco .. 4 8 —? 
oy ee 9 pis 8 
Salt Lake City.. 7 —10 —s 
| en re 4 1 8 


r-Revised. 
p—Preliminary. 
*Data not available. 


WCHS Appoints Gelder 

John T. Gelder Jr., formerly 
manager of Station WKNA, 
Charleston, W. Va., has been ap- 
pointed manager of Station 
WCHS, Charleston. James T. 
Quirk, formerly with Station 
WFIL, Philadelphia, has _ been 
named to succeed Mr. Gelder at 
WKNA. 


. .7 

Smith Heads ‘Journal’ 

Brooks P. Smith, who recently 
resigned as southern division news 
editor of the United Press, has be- 
come editor and publisher of the 
Journal, Marietta, Ga. He suc- 
ceeds William L. Harris, who had 
been publisher of the Journal for 
28 years. 


Jacobson Named V.P. 


Roland Jacobson has been made 
vice-president of Buchanan & Co. 
in charge of the Los Angeles of- 
fice. He succeeds Fred Jordan, 
who has resigned. 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5. 1llinois 
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One Out of 100 
Women Is Hudnut 


Success Student 


‘Before and After' 
Ads Draw 2,632,794 
Inquiries in 8 Years 


New YorK—One out of every 
hundred American women has 
solved her search for glamour in 
the Richard Hudnut DuBarry Suc- 
cess Course. During the past, 
eight years 332,000 women be- 
tween 15 and 55 have enrolled in 
the course through the DuBarry | 
ads in leading women’s home 
magazines. 

The $250,000 average annual ad- 
vertising appropriation, which/ 
Hudnut spends mainly in Charm, 
Glamour, Good Housekeeping, 
Ladies’ Home Journal, McCall’s, 
The Woman, Today’s Woman and 
Woman’s Home Companion, has 
resulted in 2,632,794 inquiries 
from women over the past eight 
years. 

“There is nothing that takes the 
place of women’s home magazines 
when it comes to advertising the 
Success Course,” claims G. Lynn 
Sumner, head of G. Lynn Sumner 
Co., which handles the account. 
The company has, however, ad- 
vertised in many other national 
publications. 


Look for Themselves 


Copy and theme of the DuBarry 
ads have not changed since their 
introduction in 1940. The “before 
and after” success story of typical 
students still runs. “A woman 
reads these ads as she reads a con- 
tinued story — always looking for 
herself. When she finds someone 
like her she buys,” Mr. Sumner 
explains. “We therefore must 
have variety in our types so that 
we cover the field of all kinds of 
women.” 

This fall DuBarry ads will ap- 
pear in Charm, Glamour and 
Seventeen aimed toward the 
young business girl. Fifteen busi- 
ness colleges throughout the coun- 
try will provide the Success 
Course to its students this fall. 
Teachers who will conduct the 
course are studying with Hudnut 
now. 

However, up to now, the typical 
DuBarry student is a 3l-year-old 
American housewife with two 
children, according to Hudnut sta- 
tistics, who has suddenly discov- 
ered herself looking quite differ- 
ent from that wedding picture | 
and has lost confidence in her ap- 
pearance. 

The problems of students in the 
“before and after” ads are similar 
to this housewife’s, Hudnut says. 
She pictures herself as the well 
groomed, slim student in the) 
“after” picture and she is sold be- | 
cause she does not have to step) 
out of her house to enroll. 

Until last year, DuBarry ads | 
contained a coupon entitling wom- | 
en to more information on the! 
course before actually enrolling. | 
Last year Hudnut decided that the | 
course was so well known that! 
the coupon could be made the 
actual application. 


Costs $28.50 

After a prospective student fills 
out the application with detailed 
information on her coloring, skin 
type and physical appearance, and 
sends it in along with $28.50, she 
receives the complete course. 

The Success Course includes a 
lesson a day for six weeks. The 
seventh day of each week calls for 
a review of all previous instruc- 
tion. Students are taught how to 
correct their posture, change their 
diet, eliminate their figure faults 
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follow the rules of the course year 
after year. 


and establish new eating habits. 
Each student gets an individual 
analysis of figure type, with her 


$99.50-$2,495 Is 


ideal weight and measurements 


Sears Catalog Out 


worked out so that she knows s 

7 : Sears, Roebuck & Co., Chicago, 
what to work toward in carrying| }45 issued its 1948 midseason fall | 
out the instructions of the course.| catalog. In this book the empha- 
She also receives advice on proper} sis has been placed on seasonal | 
makeup, becoming colors and/ merchandise for the family and 


hair-do’s, and in addition receives | home, with 65% of the items rep- 


a portable dressing table tray con-| resenting wearing apparel and 


taining 22 Hudnut lotions, creams,| home furnishings. There are 332 


Video Price Range 


New YorKk—Persons who are 
shopping for television sets can 
take their choice of 185 models 
ranging from $99.50 to $2,495, and 
from six-square-inch to 20,200- 
square-inch pictures. 

These figures were compiled in 
a survey by Tele-Tech, radio and 


and makeup and hair-do prepara- | 
tions. 
In addition to housewives and) 
business college students, the Du- 
Barry Success Course has been 
taken by 12,000 registered nurses | 
and 20,000 school teachers. Only | 
last year, 200 bedridden tubercu- 
lar patients were enrolled on) 
recommendations of their doctors | 
and 1,500 relatives of doctors were | 
enrolled through doctors’ own of-| 
fices, according to the company. 

Richard Hudnut finds that about | 
85% of its students are overweight | 
and have to lose on the average 
of 22 pounds. Numerous students 


pages in this year’s book as com- 
pared with 316 pages last year. 
age price of a video receiver is 


Moves NY Office $670.12. Average cost of sets 
The New York office of Hard-| bought this year is $400, plus $65 


ware Retailer, published by the| for installation. 
National Retail Hardware Associ-| oje_tech estimates that re- 


eaoay i og a as ceiver production will reach 100,- 


57th St. 000 this month and that the year’s 
output will total 800,000, bring- 


Changes Page Size ing the number of sets-in-use to 


h 1,000,000. 
Junior Arts & Activities, ous, |S - 
cago, has changed its page size | 
from 7%x10% inches to 7x10) . 
inches. It has also modernized its Maxon Appoints Forbes 


format and changed to coated| Scott Forbes, formerly with 


paper. Paris & Peart and Kenyon & Eck- 


television publication, 
by Caldwell-Clements. 


published | 
The aver-| 


57 


|hardt, New York, has joined ‘the 
copy department of Maxon, Inc., 
New York, where he will work 
on the General Electric electronics 
department account. 


MBS Promotes Ward 


J. Mackenzie Ward, account ex- 
ecutive, has been appointed mid- 
western sales manager of Mutual 
Broadcasting System, Chicago. 
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Sends Horseshoe 


To the Editor: One year ago we 
hung out our shingle. 
We also hung up, a horseshoe, 


just like the one that was mailed | 


to you last week. 

May yours, as well as ours, 
bring us both good luck in the fu- 
ture that lies ahead. 

E. E. UMLAND, 

Umland & Co., San Francisco. 

Okay. But this business of send- 
ing gadgets to editors is going too 
far. Last week, in addition to 
Umland’s  honest-to-goodness 
horseshoe, our mail contained a 
mouse trap, some phony money, 
a bagful of dried leaves, and a 
suit of red flannel underwear. 


7vwyY 
That Dinosaur, Jeeves, 
Was It Exaggerated? 
To the Editor: This for Jeeves, 
The Creative Man’s Gentleman. 
Move over, Jeeves, my good 


man, and I will tell you of an ex-| 


perience I had with your friend, 
the iceman, during that glacial 
epic in ice merchandising that 


| 


| 


at 


This department is a reader’s forum. Letters are welcome. 


x = : a 2 = gi 


selves slipping. They must have 
to put out the sort of stuff they 
did way back then. It must have 
been pretty awful for me to have 
remembered it, but I do recall a 
story that they had out that would 
stop you cold, Jeeves. Here it is: 

A party of explorers in Alaska 
happened upon a glacier that had 
melted down for a few thousand 
years until one could see through 
the outer shell into the heart of 
the glacier and there, believe it 


or not, my good fellow, was a 
dinosaur in a lovely state of 
preservation. So good, Jeeves, 


that upon blasting off the outer 


shell, they rescued the dinosaur | 


from his precarious position and 
sliced off some delicious steaks 
which were enjoyed with relish. 
The iceman said naively that the 
dinosaur had been preserved for 
something like 50,000 years. 

Now I am not questioning the 
veracity of the folks who told the 
story, Jeeves. Believe me. But 
I learned one of my first lessons 
in advertising and that was never 
make a statement even though it 


sent shivers of apprehension up| be a truth that might sound like 


and down the spine of the ice pro- 


| an exaggeration or an untruth or 


ducers, and that was when the|a lie, to put it plainly, Jeeves. 
rumbling of the new-fangled elec-| That is why all these years I have 


tric refrigerators was heard 
the offing. 


in| believed in understatement rather 


than handing out the truth when 


Even back in those early days,| the truth seemed too good to be- 
Jeeves, these icemen felt them-) lieve. 


is pe in the 


SUNITED 


Can the national advertiser reach 


every newspaper reader in a rich 


metropolitan city area of over 


500,000 population for as little 


| 


as 55c per line daily and 50c Jam 


per line Sunday ? 


The Courier-Journal 
and Louisville Times 
give their advertisers 
15%-or-better cover- 
agé in 70 counties of 
the rich Kentuckiana 


area. 


The Courier-Zourn 
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335,585 DAILY @ 268,044 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


for the Creative Man. 


;}more hits 


is one of the many reasons I like | 


/one of my pet accounts. His criti-'| 


| ing for them. 


| attention is called to the fact that 


tor and free lance artist, the Crea-_ 


| tive Man exposes enough of his 
| background in the column for me 
—a regular reader—to be satisfied 
with it. Let’s keep him anony- 
mous. Incidentally your editorial 
on the fellow we have under dis- 
cussion could have (again in my 
opinion) given the guy greater 


mie. “* Sieg Be ~ 2 


| So do not be too hard on the 


present generation of icemen,| credit without gushing. Your 
| Jeeves. They simply will not look | commendations and reasonings 
_facts in the face, and that is al-| were on the lean side. The time 


|ways bad, Jeeves, my man. I| 
| just asked my wife if she would! 
go back to the old-fashioned ice- 
box or even the new-fashioned 
one for that matter, and the look 
she gave me would have done a 
better job of freezing than any 
of the electric boxes now on the) 
market, and you know what she) 
said, Jeeves, slowly and in capi- 
tal letters — A-R-E Y-O-U 
| C-R-A-Z-Y? That’s all, Jeeves, 
| but it said a lot. 

Your Fellow Student of Ad- 
vertising, Jeeves, 


is not far off when some of us 
will have to make more sense to 
hold clients. 
Again, my thanks to the Crea- 
tive Man. 
H. E. ANDERSON, 
Evanston, IIl. 


. a Ae 


Summons Courage 


to Extol Credibility 


To the Editor: In answer to 
your Creative Man’s Aug. 23 com- 
ment teeing off on the Lord Cal- 

F. I. LACKENS, vert campaign—amen! Not that 
The Hays Corp. Michigan we believe in pistol-shot transfor- 
City, Ind. /mations of advertising human na- 


‘ture. But just that we do believe 

* 9.2 jin adding our mite of volume to 

Sentence on Page 39 ‘those little drops that eventually | 

Perpl AdM ‘carve out new and better chan- 
| piexes anager | nels. 


To the Editor: Your Aug. 9! Could any modification of pres- 
edition received a warm welcome | ent practice and thinking in our 
here at Clary headquarters. - Es- fraternity do more to gain public 
pecially were we impressed with | good will than to have even a mi- 


Page 39. nority of agencies consistently 
The story was well handled— | using credible copy! 
so well handled in fact that we) Caught as we poor hirelings 


would like to have your permis-|are, between anxieties of clients 
sion to reproduce it for distribu-| who can’t see credibility for new 
tion to our salesmen and dealers.| gimmicks in use by competitors, 
If it isn’t possible for us to re-|and the bills of our own suppliers 
produce the story, then will it be|— nevertheless occasionally we 
possible for you to furnish, at our/should summon the courage of 
expense, 400 tear sheets of Page mice and squeak a bit about what 


39? ought to be. 
There is one part of your story 
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The larger agencies are in 4 
much better financial position to 
take the lead in this matter but— 
it takes a lot more intestinal forti- 
tude for them to tell off a million 
bucks than it does for the smaller 
agency to tell off a couple of 
grand. So, recognizing the handi- 
cap of human nature as being 
more binding on top tycoons than 
small fry, is there something the 
smaller agencies can do without 
‘making sacrificial goats of them- 
| selves? 

Certainly: 

1. Register support of sound 
|eriticism of advertising excesses 
|whenever the opportunity pre- 
'sents itself in such forms as your 
editorial. 


| 2. Adopt a program of their 
own, to be put into consistent op- 
eration to pull their own weight 
lin correcting some of these ex- 
cesses. 

For example, our Own agency, 
'recognizing that one of the big- 
| gest cancers on the body adver- 
tising is the tendency for a client 
ito claim superiority against all 
comers on practically all counts, 
‘has drawn up a set of principles 
‘which we apply (with a rule of 
reason) both in our initial selling 
| to the client and in our campaign 
|operations for him. 

In essence, our arguments go 
something like this: 

1. The public is sick of phony 
“ roofs” of superiority on all 
counts. 

2. The public doesn’t have to 
be convinced that a product is ab- 
solutely the world’s best of its 
| kind to want to buy it. 

3. In fact, the public resents 
the excessive superlatives, and the 


which has been frequently quoted 
to me, and very likely will be 
quoted to you by advertising man- 
agers among your readers. I re- 
fer to the excerpt: “Coordination 
of advertising and sales, until re- 
cently, has been simple. There) 
was no. advertising manager.” | 
There is either a double meaning | 
here or advertising managers | 
have a far worse reputation than | 
I realize! 
WHITNEY DRAYTON, 


Advertising Manager, Clary 
Multiplier Corp., Los An- 
geles. 


Simple bodies always have lit- 
tle difficulty coordinating their 
parts. But that doesn’t necessarily 
indicate that they’re efficient. 


.—_— | 
Creative Man Has | 


Staunch Defender 

To the Editor: Cast one vote 
For me 
you can chalk up one demerit 
against Mr. Frank R. Griffin be- 
cause the guy has or is getting 
ulcers. His letter sounds mad. He 
should not be writing it at such 
a time. I didn’t think the poke) 
made against Kelly-Springfield 
nearly that bad. And I’ve been 
aware of K-S ads since World 
War I. 

Let’s say this for the record—| 
your Creative Man has many} 
than misses in my 
humble opinion and I make it a| 
point not to miss him. Your CR) 


ADVERTISING AGE as a newspaper 
for the trade. And I read the Cor- 
ner whether or not the poke is at, 


cisms are constructive in my opin- | 
ion and that is based on reading | 
more than 200 of them. Art di-) 
rectors, copy men, even contact| 
men will not waste their time if) 
the Corner is made required read- 
I wonder if Mr. 
Griffin and other _ occasional 
“Voices” read it only when their) 


the account is theirs? 
As a production man, art direc- 


WISCONSIN 
CONSUMERS 


Live OUTSIDE 
MILWAUKEE COUNTY 


You Reach Near| 
hru the Better-Read : 


y 80% of Them 


Ask the representative of any Wisconsin Hometown Daily 
to show you how these papers are better read, how they 
blanket the rich, stable markets of Wisconsin — or write direct 
to Wisconsin Hometown Dailies, 212 4th Street, Racine, Wis. 


Adverti 
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dragged-in-by-the-heels purely) “What is AT-7.” 
Do you suppose the Library of surance Co., Irwin 
Congress, the Quiz Kids or John | ing, Dallas. 


econdary ,benefits, which are) 
vecessary evils of the method. 


4. In fact, the public will be | Kieran could explain the biggest 
question of the day—‘What 


jut in a lot more receptive buy- 
ng frame of mind when every 
vord is completely believable (not | 
uling out the deliberately hu-| 
norous approach, of course.) 

5. The complete-proof method 
is okay in theory. But it has been 
ibused to the extent that you are 


ARTHUR R. OLESON, 
| 


What Happened? 
To the Editor: 
ror, 


Somebody’s er- 
should cause 


59 


dent, National Bankers Life In-|party which was given to me by | if the time would ever come when 


You might wish to reproduce 


is | both photographically in ADVER- ‘I do think that we have done a 


TIsING AGE as a “horrible ex-| 


ample.” Or are they? 


Won. T. RANDOLPH, 
Gladewater, Tex. 
This may simply be poor coor- | 


‘dination between an insurance 
‘company and one of its local mt ) 
\agents, or it might possibly repre- railroad industry and the railway |ceived from friends in the busi- 


| 


vasting your money, Mr. Client, somebody’s face to be red. On | Sent use of the same letter, prob- 


to deliberately choose it as your | consecutive days I received letters | 
method. from different 


com- | Promotion basis, by two competing | 


ably developed on a syndicate | 


6. The method does sell prod-| panies, both at Dallas, and both | organizations. 


ucts despite its defects—but sim-|soliciting my hospitalization in- | eve 
ply by sheer weight of space and|surance—with almost identically | 
money. — worded letters, even down to) Dunn Says Honor Was 


7. However, it is the least eco- 
nomical way to get permanent 
customers for you, because of the 
lasting aversion the method cre- 
ates in so many potential cus- 
tomers. 

8. Therefore, Mr. Client, why 
not give us the opportunity to help 
deliver 40 new permanent cus- 
tomers each month, instead of 100 
the first month, 30 the second, and | 
none the third . . . without your 
having to start all over again, and 
soon, the vicious cycle of “Shock | 

—rob—and revive!” 

Each agency, according to the 
talents at its command, will have 
its own solutions for making be- | 
lievable advertisements at the 
same time compelling advertise- | 
ments. It’s a tougher assignment | 
than the line of least resistance; | 
unless excellent talents are) 
brought to it, of course, it doesn’t 
produce a better advertising value 
for the client. But given even a/ 
mild exposure to sweat and in-' 
spiration, it is certainly a step in | 
the right direction. 

We know you’re not nearly so 
interested in the methods we are, 
devising for giving our clients ex- | 
cellent value, as you are in evi- 
dence that the basic approach and | 
thinking on problems of advertis- | 
ing excesses, are the important | 
things. 

Hence it may be of interest to | 
state, from our own experience | 
and moderate success with an ap- | 
proach based primarily on cred- | 
ible copy, that this need not be a | 
handicap in getting new business | 
nor in producing results for our | 
peers. In fact, we are so certain | 
of it, as an approach, that we are 
not alarmed should others our 
size pass us in billing today. Smug 
as it sounds and perhaps is, we’re 
interested in the long haul and 
have the selfish habit of being 
just one of the public when we 
read a magazine at home at night. 
Quite the opposite of wanting to 
berate and preach to every mem- 
ber of our cr-razzzy family, we— 
all smaller agencies — should 
really be tipping our hats these 
days to the giants and the great 
big doors they are leaving open. | 

KirKE BEARD, 

Account Executive, Anderson- | 

McConnell Advertising | 

Agency, Hollywood. 
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Query on Obituaries 
To the Editor: We would like. 

to request permission to reprint) 

and use the obituary column 

which appeared in the July 12, 

1948, issue of ADVERTISING AGE. 

Tom NICKELL, 

Advertising Department, Oc- 
cidental Life Insurance Co. 
of California, Los Angeles. 
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Sleepless over AT-7 

To the Editor: 

“DIAL alone contains AT-7.” 

What with all the trouble with 
the Russians in New York, with, 
worrying over Chambers and Hiss, 
and the Midwest’s terrible heat, | 
and a million other things, now I) 
shan’t sleep tonight wondering 
and fretting and worrying over! 


breaking the paragraphs on the| tg Press, Not Himself 
same sentences and words. 

On Aug. 26 I received a sales 
letter signed by Agency Manager | 
J. W. Birkhead, Central Insurance 
Agency, Centennial building, Dal- 
And the following day I re- 
ceived an almost identical letter | appreciated. | 
signed by Pierce P. Brooks, presi-| I have felt all along that this | 


| To the Editor: Your congratu- | 
\lations on the honor done me by | 
the railroads and the railway sup- 
|ply industry at the Chicage Rail- 


‘road Fair on Aug. 16 are deeply | 


| has been done by business papers, It has caused me very great 


-Keasler build-|the customers of our railway pa-|I would earn similar recognition 


pers was more a tribute to the from the industries served by our 
business press than it was to me. |publications. At last, without any- 

| body in our company having lifted 
pretty good job of editing and {a finger to cause it, I was given the 
publishing our railway papers, but | recognition of which I dreamed ; 
it is probably no better job than |so many years ago. 


in many other fields. satisfaction, and the pleasure has 

What has happened in our field ‘been greatly enhanced by com- 
has been that the leaders of the | munications and letters I have re- 
supply industry have recognized, | ness paper publishing industry, ’ 
by paying tribute to me person- | including that from your good self. 
ally, the value of the work that SAMUEL O. DUNN, 
our publications have done in a Chairman, Simmons - Board- 
way and to an extent which I be- man Publishing Corp., Chi- 
lieve never has been done in my, cago. 
recollection, excepting in one in- 
stance. 

I recall that a good many years | 
ago the electrical industry gave a| i 80.000 St 
big dinner in honor of James H. primary teachers 
McGraw Sr. in New York, which an 

, = wead and use 

I attended. I recall that at that | eats e 
time I thought how well Mr. Mc- "a | 
Graw and his publications had de- ARTS ACTIVITI ES 
served that tribute and wondered 


In Pittsburgh you can 


and cover the WHOLE 5,000,000 


= 


Major in 
Pittsburgt’s 
POST-GAZETTE 


Routing your advertising as you route your sales- 
men is really SELL-ementary. All good sales and 
advertising managers try to do it in every market. 
But it’s so easy to do in Pittsburgh—with Pittsburgh's 
Post-Gazette! The Post-Gazette double-teams with 
your salesmen perfectly in selling the million 
central city people . . . then travels along singing 
the same selling song to the two million more who 
live in and around the neighboring 144 cities 
and towns of 1000 to 75,000 population. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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Russell Potter Moves 


Russell H. Potter, Inc., New 
York, industrial and public rela- 
tions consultant, has moved to 
larger quarters at 220 E. 42nd St. 
John J. Woods, director of the in- 
dustrial relations division, has 
been elected vice-president. 


Lang Appointed A.M. 


Edward B. Lang, formerly in| thur E. House, one of the partners | 


the public relations department 
of the General Electric Co., 
Bridgeport, Conn., has been ap- 
pointed advertising manager of 
Sperry Products, Inc., 
Conn. 


Kreutz Joins Alport 
Frank Kreutz, formerly produc- 
tion manager of House & Leland, 


Danbury, 


| Portland, Ore., agency, has joined 
Alport Associates, Inc., Portland, 
as an account executive. The 
agency has moved to larger quar- 
ters in the Equitable building. 


| House & Leland Adds Two 


Joseph Bennett has been ap- 
|pointed production manager of 
|/House & Leland, Portland, Ore., 
|;agency. Tom House, son of Ar- 


of the agency, has joined the 
|agency’s production department. 


Contant Named A.M. 


Ira Contant, who has been as- 
| sociated with the advertising de- 
| partment of Hoffmann-La Roche, 
Inc., Nutley, N. J., for the past 13 
years, has been appointed adver- 
| tising manager of the company. 


TOP... 


Birmingham according to Mr. 
Conlan's figures for May 1948 


Here's the way he divides the 


place. Their station is WSGN! 


(8 AM to 10:30 PM) is WSGN! 


audience: WSGN—30.2 Station 
A—27.1 Station B—25.5 Station C—7.0 
All others—10.2. Use these listeners 
to help boost your sales to a top 


| 


Birmingham 2, Alabama 


Headley Reed National Reps. 


SELL 


BOTH 


Ohio is divided into 


OHIOS 


two markets—metro- 


politan and non-metropolitan—each con- 


taining about 


4,000,000 people. 


Non- 


metropolitan Ohio is dominated by the 
49 newspapers of the Ohio Select List 
with 542,363 daily circulation ... over 


1,500,000 loyal readers. 


Don’t neglect 


this highly-industrialized non-metropoli- 
tan Ohio market for it’s really growing 
21/. times faster than the rest of Ohio. 


| 
| 


| 


SELECT LIST | 
NEWSPAPERS | 


| Sept. 13-14. National Association 
| of Magazine Publishers, 29th an- 


Spring Lake Beach, N. J. 
Sept. 


| 


15-18. National Associa- | 


nual meeting, Essex and Sussex, | 


| tion of Photo-Lithographers, an- | 
nual convention, Netherland Plaza, | 


Cincinnati. 
Sept. 


26-29. Mail Advertising | 


Service Association, annual meet- | 
ling, Bellevue - Stratford Hotel, | 


| Philadelphia. 

| Sept. 26-29. Advertising Spe- 
|cialty National Association, an- 
nual convention, Palmer House, 
| Chicago. 


| Sept. 29-Oct. 1. Direct Mail Ad-| 


| vertising Association, annual con- 
vention, Benjamin Franklin Hotel, 
| Philadelphia. 


| Oct. 1-3. 


Intercity Conference | 


‘of Women’s Advertising Clubs, | 


| Edgewater Beach: Hotel, Chicago. 
| Oct. 11-12. Inland Daily Press 
| Association, annual meeting, Con- 
| gress Hotel, Chicago. 

| Oct. 20-23. Printing Industry of 
| America, annual _ convention, 
Edgewater Beach Hotel, Chicago. 
Oct. 25-26. Boston Conference 


ling, Hotel Statler, Boston. 


tional Advertisers, annual conven- 
tion, Waldorf-Astoria, New York. 
Nov. 8-10. Southern Newspaper 
|Publishers Association, annual 
convention, Soreno Hotel, St. 
Petersburg, Fla. 

Nov. 15-20. Outdoor Advertising 
Association of America, 53rd an- 


on Distribution, 20th annual meet- | 


Oct. 25-27. Association of Na-| 


nual convention, Hotel Peabody, | 


mae} 


what Ath uu Utlh three ads 


gag jaa Saf tee buy the vende? 


*“Analysis of actual sales results shows that adver- 
tisers of mass-market products who get the biggest 
total audience for their advertising on the average 
get more sales per dollar of advertising expendi- 
tures.”’"—-Dr. George Gallup. 


AD FOR ANSWER—N. W. Ayer & Son takes issue with The Creative Man's 
recent discussion of Yes tissue advertising with this ad answer.’ The Creative 
Man said Yes advertising is a good example of ‘advertising turned from the 
serious business of selling merchandise to going out for laughs and applause,” 
added, "Maybe it'll win an Art Directors’ award. . . But will it sell Yes tissues?" 


Memphis. The answer, appropriately, is Yes, says the agency. 

| rman | 

| . | ° | . ‘ 

Forty-Niners, professional football 
am | 

‘Standard Magnetic Three Name Kimball EY Rive pisced their adverts 


Tape Speeds Set 


sociation of Broadcasters’ record- 
‘ing and reproducing § standards 
‘committee has recommended that 
‘the NAB adopt three standard 
recording speeds for 
| tape. 

The final report is expected to 
be presented to the board of di- 
rectors at its regularly scheduled 
November meeting. It provides 
for a primary standard magnetic 
'tape speed of 15 inches per sec- 


inches per second and a supple- 
/mental standard of 30 inches per 
second. 

The committee originally had 
considered only one speed. How- 
ever, it was decided that two 
principal speeds would provide 
reduced tape cost where neces- 
sary, or wide-range characteris- 
tics where desired. 


Texize Names Garner 

J. O. Garner, formerly sales 
manager of the southern district 
for Colonial Stores, Inc., has been 
named sales- manager of the 
household products division of 
Texize Chemicals, Inc., Green- 
| ville, S. C. 


NBC Names McMahon 

Frank W. McMahon has been 
appointed promotion manager of 
the NBC radio-recording division, 
New York. Before joining the 
network earlier this month, he 
managed a book publishing house 
devoted to reprints. 


Issues Travel Booklet 


K. Kaufmann & Co., Newark, 
manufacturer of luggage, has pre- 
pared a booklet entitled “Travel 
Tips,” which covers a wide range 
of subjects pertinent to travel. 
Free copies of the booklet are 
available upon request. 


Lander-Young Moves 

Lander-Young' Advertising 
Agency, Los Angeles, has moved 
its offices from 215 W. 7th St., to 
2504 W. 7th St. 


ond, a secondary standard of 742. 


magnetic | 


American Distilling Co., Hal- | ing and promotion accounts with 


stead & Co., San Francisco funeral| the San Francisco office of Abbott 
WaASHINGTON—The National As- | director, and the San Francisco’! Kimball Co. of California. 


Advertising is like fishing. The complete advertisement 
combines bait, hook. and line. The problem is 
to hold the reader’s attention to the closing word. 
To add strength to your headline hook . . . and pulling 
power to your copy line . . . use the prize-winning 


typographic skill of RTK typographers. 
RUNKLE + THOMPSON + KOVATS + INC 


ADVERTISING TYPOGRAPHERS AND PRINTERS 
520 NORTH DEARBORN STREET «© CHICAGO 10 
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Lustron Assured 
of Large Dealer, 
Public Interest 


CoLuMBUS—With pilot produc-| 
tion operations about to start, 
Lustron Corp. executives feel that | 
the enterprise of mass producing 
porcelain enamel steel homes 
really under way. 


= | 
1S | 


Bolstering that optimistic view t 


is the statement of Carl G. Strand- 
lund, president of the corporation | 
and the moving spirit behind the | 
enterprise, that the company has | 
now substantially completed the 
installation of more than $12,500,- 
000 worth of machinery and other 
equipment in its 1,100,000-square- 
foot plant here. ‘ 

“Unaided by anything except 
our own persuasiveness and the 
vision of our suppliers, who clear- 
ly saw the magnitude of our op- 
eration and their ability to help 
house a home-hungry nation, we 
have succeeded in transforming 
since March 1 an empty plant into 
an almost going operation,” Mr. 
Strandlund said. “Much of the 
equipment that we now have in- 
stalled had a promised delivery 
date of two years when we placed 
our original purchase orders. 
However, once they realized the 
need for speeding up their opera- 
tions the suppliers have cooper- 
ated to such an extent that in most 
instances delivery time was re-| 
duced to a matter of weeks or | 
months.” 


Jones Is Ad Director 


Keeping pace with its produc- | 
tion methods is its marketing pro-| 
gram which has been making such | 
astonishing progress that it will | 
take a lot of production — much 
more than the anticipated 45,000 | 
homes a year at peak operation— 
to satisfy the apparently insati- 
able public demand for the first 
really mass-produced home. 

Richard N. Jones, former pub- 
lishing executive of Architectural 
Forum, who was recently ap- 
pointed vice-president in charge 
of sales for Lustron, is completing 
the organization of all mar-| 
keting activities. Carl Rolen is 
sales manager and Vernon Oech! 
is assistant sales manager. Ed- | 
ward Mozier is service manager, 
and Harold Denton, formerly with | 
the National Housing Administra- 
tion, is head of the market de- 
velopment department. James 
Barton, former assistant advertis- 
ing manager of Hudson Motor Car 
Co., is advertising manager, while | 
Irving Hock is manager of the site | 
planning department. . 

The advertising, begun nation- 
illy last April, has had a sensa- 
tional result. On April 19 a¥/§ 
double-page single color ad run 
in Life and newspapers in eight | 
or nine markets - brought  the| 
manufacturer 200,000 _ replies, | 
nost of which were credited to 
Life in view of the fact that deal- | 
ers’ names were appended to the) 
newspaper ads. F. Strother Cary, 
eccount executive of Leo Burnett | 
Co., Chicago, says that the copy | 

ow being run on an every-| 
iourth-week basis in  Life,. The 
-aturday Evening Post and Time,, 

; definitely on the low-pressure 
ide, in view of the apparent in-| 

bility of dealers to take care of) 

emand for a long time to come. | 


Direct by Trailers 


However, the company expects 
0 be producing 3,000 homes a. 
nonth by December, and if suf-| 
icient steel is available should | 
lave a 1949 production of close) 
» 45,000 units. On a factory sales | 
vasis, this would represent an out-| 
ut of approximately $200,000,000, | 
naking Lustron one of the truly | 


| big businesses of the country. 
The dealer organization has not 


yet been completed, as the com- 
pany has received 6,000 dealer ap- 
plications, and only one out of ten 


can be accepted. Non-exclusive 


franchises are being awarded, and 
both financial stability and con- 
struction know-how are de- 
manded. 

The dealer situation has been 
simplified by the company’s de- 
cision to deliver direct from the 


|'factory to the site by means of | 


specially designed trailers. This 
replaces the original plan to dis- 
tribute from regional warehouses. 

Model homes have been erected 
in New York, Chicago, Washing- 


ton, Milwaukee, Des Moines, St. | 


Louis, Detroit and Indianapolis, 
and in spite of the fact that ad- 
mission to the home is charged, 
through arrangements with estab- 
lished local charities which bene- 
fit, attendance has averaged 5,000 
a day at each house. 

By the time the company holds 


a dealer convention in October it! & Scott, Chicago, as its agency. | 


| expects to have most of its dealer 
franchises awarded, Mr. Jones 
said. An attendance of between 
500 and 600 is expected at that 
| meeting. 
The price of the home will be 
‘in the neighborhood of $8,000. 
| This is exclusive of the cost of the 


|lot, which may be supplied by the 


dealer or the customer. 


‘White Joins KXOK 


John A. White, formerly sales 
manager of the Mountain Valley 
| Water Co., St. Louis, has joined 
|the sales staff of Station KXOK, 
| St. Louis. 


Lago Quits Agency Post 

Paul A. Lago has resigned as 
vice-president and account execu- 
tive of Associated Advertising 
Agency, Wichita. 


Phoenix Plans Drive 


Phoenix Foods, Chicago, maker 
of Dari-Plan pure fresh orange 
| juice, has appointed Schwimmer 


Newspapers will be used. A dated 
conical carton, retailing at 55 
cents a quart in Jewel Tea Co. 
stores and 59 cents in independ- 
ents, is being distributed to 700 
local stores, a total that is to reach 
1,000 in October. The refrigerated 
product will not spoil for four 
days. 


— BURBANK, CALIF. 
“WHAT A MARKET” 


1920 Pop. 2,913 
1930 Pop. 16 663 
1940 Pop. 34,337 
1948 Pop. 76,68! 


Burbank's Only Daily Newspaper 


ee 


‘“ 


MAGIC 


Early one evening not long ago the strains 
of Franz Shubert's ''Ave Maria’ floated street- 
ward from a tower atop an office building in 
downtown Memphis, giving pause to Mem- 
phians looking homeward and heralding the 
arrival of more than 10,000 delegates to one 
of the largest religious conventions in’ the 
history of a city which has become the Mid- 
South mecca for conventions of all kinds. 


For a week the chimes became a part of 
the vibrant life which is Memphis, tempering 
the crescendo of a busy city with their sooth- 
ing treble and influencing Memphians, always 
gracious, to extend even more courtesies to 
the hundreds of thousands who annually visit 
the largest and most conveniently reached city 
in the Mid-South—a city of magic melody to 
the advertiser who uses both Memphis news- 
papers to cover the billion and one-half dollar 
Memphis Market 


THE COMMERCIAL APPEAL 
MEMPHIS PRESS-SCIMITAR 


a. OO A ee ee ee ee ee 
MN ne ie ic a 1a mt a cc ieee 
6 1 bss aie 
1) | De Al 
Pe Po a ony 
jp BURBANK DAILY REVIEW) | fn 
|| 2 5x 
po be | 2 
, . 
. = 
“‘ iv soy a 
“ ie 
i nas 
ean a3 
~ . ‘si ie ia 
WESLEY BOWMAN STUDIO®eIN 7 
360 NORTH MICHIGAN AVE ¢ CHICAG( | 
1 eee - meee Tea * eles 4 
pl  . PHONE CENTRAL 0233 
~ 
x 
“ ~ 
‘. = 
$$ — eu mt 
— 
* vs ae 
ae fs a ’ é. : 
yi ei | 
~~ — eee ‘ ; A - ’ . 
wa, Se ~ Wenge ee 
KD Ae ne a 
/ Fes es ee — 2 , 
iy rr’ — _— ; 
he vont . oe . 
[ = wee om ’ : 
x 7 ge* a 
yf ¢ . ‘ Bite nay 
— a - eh a 
\ 4 : 
I “ 
4 ae 
IN) 
Y | 
TG, . 
ak 9A : 
rave a i 
A v7 ee 
(} ee = 
5 eae 
: ‘“ pie: 
SY . 
ee ee 
Za X 2 an , 
oo \ oma = 
—* = 77 ee 
« ee ~ lif ee eae 
— PP Sa ae oe: 
Se, oy oe) 
HAY _ ae ee 
*. >" \ i 
SN S>itip = \ \ 
oe | 
& tam V) a 
* = SS SA Di 
y, x. Z © 
. / Z 
j : 
a 
; = an 
A : si ea 
baa —— ea 
laa 
ee 
a 
+ Se ea er ne. Se PORE ck aN Cre coe RINE SA eee oe ee ae Series ne SURE ee ee EP eee RI ee RR Mie Cree Oe ee eee Le eat ee eeUrTN eee 


|Manual and Your New Baby, 
two quarterlies. The page rate 
| for the group is $4,525, on a guar- 
antee of 550,000. Allison R. Lein- 
inger is advertising director of the 
group, and H. Staunton Woodman, 
advertising manager. 


P&G Promotes Ittmann 
William M. Ittmann has been | 


named director of media for Proc- 
ter & Gamble, Cincinnati. He 
joined the company in 1941, and | 
for the past two years has di- | 
rected the soap titan’s media op- 
erations. 


O nnn hater Se Agency Changes Name 
Offers ‘Baby Group | ‘The Shutran-Mahlin-Green Ad- 

Parents’ Institute has estab-| vertising Agency, Detroit, has 
lished a “Baby Group,” with a | changed its name to Shutran 
combined rate for Baby Care’ Mahlin Advertising. 


QNE can, wi/ 


In SAN DIEGO 
The UNION and TRIBUNE-SUN 


will put your product out front 


in San Diego, put your “selling money” in the top 
selling medium... The San Diego Union and Tribune- 
Sun. Just one schedule in these papers covers 88.86% 
of newspaper homes daily; 84.29% Sunday. Get the 
impact of concentrated dollars ... in the one medium 
that gives you a winner morning... evening... Sundays! 

— Figures from recent independent survey. 


Just one ‘‘buy”’ and you cover a major western 
market completely. Ask the West-Holliday man! 


UNION and TRIBUNE-SUN 
Union Tribune Publishing Co., San Diego 12, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 
New York + Chicago « Denver « Seattle + Portiand + San Francisco + Los Angeles 


JAHN & OLLIER 


ENGRAVING COMPANY. 


half the advertising for each 


printed media. 


Commodity 
W&M silk or wool dresses..... 
W&M fur coats 


W&M slips 


Mattresses 


ee es 


Commodity 
W&M silk or wool dresses... 
OE. ckced¥eoeses ss 
i a hc ahtea as 6 6% 
*W&M slips 


Oe 


Mattresses 
Mechanical refrigerators ...... 


Trend of Retail Prices in July 


George Neustadt, New York, checks all retail advertising 
of about 90 consumer commodities in nine cities to de- 
termine price trends. By special arrangement with Mr. 
Neustadt, ADVERTISING AGE each month shows the trend 
in prices, as well as total advertising support, of the 10 
most significant or interesting commodities of the month. 
Prices shown here are the midpoint prices, meaning that 


than that shown, and half featured a lower price. The 


tabulation covers all advertising of each commodity in the 
measured cities—by all types of retail outlets and in all 


ee ee 


Rg Regt he ae 


Advertising Linage Comparison 


1948 1947 1940 
..$ 11.76 $1296 §$ 5.31 
. 279.00 243.00 148.40 

6.60 6.84 3.92 
— 2.94 2.34 
. $82.32 32.56 16.76 
. 0.50 0.55 0.27 
.. 165.60 154.40 70.00 
.. $1.60 29.44 15.04 
.. 137.00 209.00 51.90 
1947 1948 % 
Linage Linage G or L 
. 1,164,193 1,085,244 7L 
576,566 429,778 25 L 
561,231 546,172 3 L 
161,547 167,255 4G 
219,649 495,434 126 G 
153,750 150,795 2L 
52,591 65,884 26 G 
327,040 341,236 5G 
110,450 130,084 18 G 
21,913 174,873 694G 


*Linage at all-time high for July. 


item featured a higher price 


Average for month during July 


Funk & Wagnalls 
Publishes Book 
on Distribution 


New York—Funk & Wagnalls 
Co. has published a new book, 
“How to Reduce Distribution 
Costs,” by Richard D. Crisp, di- 
rector of market research for 
Tatham-Laird, Chicago agency. 

The book, designed as an aid 
for management, sales executives, 
students of marketing and all 
those concerned with selling mer- 
chandise at a profit, deals with the 
everyday problems of sales man- 
agers and includes case studies of 
companies in many industries. A 
step-by-step method for develop- | 
ing a sales program is presented. 

Mr. Crisp, who has been cited 
twice by the American Marketing 
Association for outstanding ac- 
complishment in developing mar- 
keting ideas and methods, says in | 
the foreword that a big gap sepa- 
rates the marketing research man, 
who conducts research for solution 
of sales problems, and the sales 
executive, who must translate the 
results of research into action. 

“The gap results from the fact 
that more often than not the sales | 
executive and the marketing-re- 
search man do not speak the same 
language,” he says. “This book 
has been written in an attempt to 
bridge that gap.” 


The book, priced at $5, is writ- 
| ten in non-technical language and | 
emphasizes that the sales execu-| 
| tive does not need to be a re- 
| search technician in order to un- | 
| derstand and apply the results of | 
the technician’s studies. | 


New Hawthorn Package | 


Schwimmer & Scott, 
‘has designed a new ice cream) 
|'package for Hawthorn-Mellody | 
Farms, Chicago. A two-color de- 
sign varies with the flavor. Vanilla 
is packaged in two shades of blue, | 
| chocolate in brown and tan, straw-| 
berry in two shades of red and) 
special flavors in yellow and gray-| 


green. A local campaign is| 
planned. 


Stotter Names Cairns | 


John A. Cairns & Co., New) 
York, has been named to handle | 


the advertising of H. J. Stotter, | 


Inc., converter and silk importer. 


Hospitals Cite JWT’s 


Resor, 4 Journalists 

The American Hospital Associa- 
tion will cite Stanley B. Resor, 
president of J. Walter Thompson 
Co., and four editors and publish- 
ers for outstanding service and 
contributions to health and hos- 
pitals in the past year. The five 
will be among 50 persons who will 
be thus cited at the association’s 
50th anniversary convention Sept. 
20-23 in Atlantic City. 

The editors and publishers are 
Roy E. Larsen, president of Time, 
Inc.; Mary E. Jenkins, president 
of the Syracuse Herald Co.; Roy 
McDonald, owner and publisher of 
the Chattanooga Free Press, and 
Henry H. Newman, sports editor 
of the Birmingham News. 


Stark Joins Sloan 

Diana Stark, formerly with the 
Columbia Broadcasting System, 
has joined William Lawrence 
Sloan Advertising, New York. 
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Cory Surveys 
Dealer Stocks; 
51% Order More 


Cuicaco—Cory Corp. execu- 
tives, tired of hearing distribu. 
tors complain that “dealers ar¢ 
loaded,” pulled the entire sale; 
force away from its regular work 
for a month, to make dealer in- 
ventories—and took orders on 
51% of the calls. 

The sales personnel were 
charged with discovering whether 
appliance dealers really were 
overstocked or whether distribu- 
tors merely thought so, and deter- 
mining the position of dealer 
stocks on Cory appliances. 

At the conclusion of more than 
4,000 calls, stock tallies showed 
that while dealers were not over- 
stocked on Cory items, most of 
them considered even normal in- 
ventories as dangerous risks, and 
were not reordering replacement 
merchandise. It was also found 
that many retailers were not 
aware of the inventory on any 
specific line. 

Although the sales personne! 
were instructed to secure inven- 
tories, and little emphasis was 
placed on sales, 51% of the calls 
resulted in orders—90% for one 
salesman—proving, according to 
Cory, that any slow-down in pur- 
chases of name brand appliances 
is psychological rather than eco- 
nomic. 

As a result of the survey, the 
company has developed a new 
merchandising plan designed to 
introduce, display properly and 
promote the new line of rubber- 
less glass coffee brewers and re- 
placement parts. 


Argus Enters ‘Life’ 

Argus, Inc., Ann Arbor, Mich., 
manufacturer of cameras and op- 
tical instruments, will enter Life 
with quarter pages every tw 
weeks, beginning Sept. 27. Ads 
will be increased from half to ful! 
pages in The Saturday Evening 
Post beginning Sept. 18, and will 
continue in Holiday and trade 
publications and _ photographic 
magazines. 


Horton Joins Sealy 

Robert R. Horton, formerly dis- 
trict sales manager of Heil Co., 
has joined Sealy Mattress Co., 
Milwaukee, as secretary and sales 
manager. 
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Teleradio Mans Corner 


A curious blindness to probable social consequences of 
given lines of dialog or plot gimmicks occasionally afflicts 
fellows on the creative side of the teleradio who are or- 
dinarily foresighted and cautious. 

In a recent episode of “Mr. District Attorney” known 
as “The Lucky Lady,” the team of Producer Edward A. 
Bryon and Writer Robert Shaw did nothing to win friends 
and influence people for Ipana-Sal Hepatica among Ameri- 
ca’s large contingent of independent gasoline station opera- 
tors. Dialog and plot unmistakably, directly and re- 
peatedly gave the impression that these men are petty 
chiselers. 

It went like this: “Mr. D.A.” opened with a moral lec- 
ture to the effect that an honest man can’t be taken by a 
con, only a Joe with a strain of larceny in him. Well and 
good. Sound philosophy. Then the plot developed on that 
premise: 

“The Lucky Lady” was a cheating punchboard which a 
confidence expert peddled to independent gasoline station 
operators with the express understanding that the board is 
a swindle. Each gas dispenser was told he could make him- 
self a nice piece of change by selling 25-cent chances for 
no payoff but candy bars. Although the board states in 
big print that the gold star is worth $200 cash there is no 
gold star in the works, the con man tells thé station operator. 

Actually there is, and two accomplices of the con follow 
him up, take one chance, and confront the gas merchant 
with a gold star tab and a threat to make trouble if he 
doesn’t make good. The cheater being cheated, the $200 
is forthcoming. 

Not once, not twice, not three times but four times the 
script drove home the fact that independent, private gaso- 
line stations were the objective. There was even one ex- 
plicit reference that “no chain stations were touched.” 
Couple these things together: 

Only a larceny-streak guy can be taken. The con special- 
izes in private gas stations, passing by all others. Not a 
single one of the dealers he calls upon in the story is either 
shocked, indignant or uninterested. All buy a punchboard 
and a supply of candy bars and prepare to flimflam their 
customers as a matter of course. 

If that’s the way to commercial good will for Bristol- 
Myers, this corner will give away candy bars free to any- 
body sending in a dollar. Only one to a customer. 
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Pillsbury’s Best Will 
Be Promoted with Coffee 


Pillsbury Mills, 
will devote most of Pillsbury’s 
Best flour advertising during Sep- 
tember and October to a tie-in 
promotion with coffee, featuring 
three types of baked foods com- 
monly used with coffee: Kolacky, 
spice cake and a fruit roll. The 
theme is, “Now all you have to do 
is pour the coffee.” Page ads in 
full-color will run in October is- 
sues of American Family, Better 
Homes & Gardens, Farm Journal, 
Household, Successful Farming 


Minneapolis, | 
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and Woman’s Day. Color ads are 
scheduled for the Oct. 10 issues 
of the Chicago Tribune Graphic 
and This Week Magazine, the Oct. 
17 American Weekly, and the Oct. 
24 Parade. McCann - Erickson, 


| Minneapolis, is the agency. 


Joins KXOA, KXOB 


Ralph E. Lawrence, 


formerly | 


advertising manager of Raycraft | 


Co., Oakland, Cal., 


appliance dis- | 


tributor, has been named adver-' 


tising and promotion manager of 
KXOA and KXOB, Mutual Don 
Lee stations for Sacramento and 
Stockton, respectively. 


you don’t 
need 


ge an ocean 


to 
take a bath 


a good, modern bathtub with a lot less water 


is much more logical and efficient. It’s the same 


way with advertising to business and 


professional men. Mass circulation books are 


costly and wasteful. To reach executives in all 


classifications without a lot of ‘’watered”’ 


circulation, advertise in 


PUBLISHED FOR COMMUNITY LEADERS 


520 N. MICHIGAN AVE. 
CHICAGO 11, 
ILLINOIS 


Dartnell Issues 
Study on Dealer 
Promotion Kinks 


Cuicaco—The Dartnell Corp. 
has issued a new survey and idea 
source book on sales promotion 
through the retail store. 

Using a large number of case 
histories to document typical ex- 
amples of “Sales 
Through Dealers,” the survey cov- 
ers three primary areas: large- 
scale promotions, promotion to 
the dealer, and consumer promo- 
tions. 

The examples are drawn from 
the heating, photographic, soap, 
furniture, automotive, appliance, 
air conditioning, drug, house- 
wares, watch, clothing, rubber, 
paint, glass, and similar fields. 

Suggestions for helping the 
dealer to improve his marketing 
position and his business manage- 


ment, helping him to arrange and! pointed 


Promotion | 


|} conduct consumer promotions ard 
'build merchandising displays are 


covered. 

The volume is available at 
$12.50 from the Dartnell Corp., 
4660 Ravenswood Ave. 


Smith Buys Burkay 

A. O. Smith Corp., Milwaukee, | 
has acquired the assets of the Bur- | 
kay Co., Toledo, and the Westlake 
Products Co., a Burkay affiliate, 
for $160,000. Burkay manufac- 
tures large-volume water heaters, 
home heating boilers and gas con- 
version burners. For several 
years the A. O. Smith sales or- 
ganization has marketed the Bur- 
kay water heaters under the 
Smithway - Burkay trade name. 
The Burkay facilities will be op- 
erated as the special products di- | 
vision of A. O. Smith, with J. W.. 
Long as manager. 


Rittenhouse Returns 


Michael Stoff, an assistant sales | 
manager of Continental oan 
Corp., Philadelphia, has been ap-| 
national brand man-' 
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ager for the company’s Ritten- 


| house straight rye, which has been 


off the market since 1942. Mr. 
Stoff will head a special sales di- 
vision for promoting Rittenhouse, 
which will be marketed both as 
100-proof bottled-in-bond and as 
86-proof straight rye. 


Packard Named V.P. 


Durward I. Packard, formerly 
district manager of Baldwin Loco- 
motive Works, has been named 
vice-president in charge of sales 
of the Pyle-National Co., Chicago. 


Symmons to Cory Snow 

Symmons Engineering Co., Bos- 
ton, plumbing specialties, has ap- 
pointed Cory Snow, Inc., Boston, 
to handle its advertising. 


PUBLICATIONS FOR PREMIUMS 


Publications make ideal premiums because of 
Low cost, Uniimited Variety, Prompt Deliv- 
ery Popular Acceptance, Known Retail 
Values and Prices. 

Comic Books, 1l0c news stand editions for 

the kiddies. 

For Adults — l5e and 25¢ pocket size books 

and magazines, detective, murder, mystery 

adventure titles—movie and love story magazines. 
PREMIUM PUSLISATIONS 
412 Greenwich Street York City 
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Ther short haul te Ohio markets 
helps You over the loug haul 


They 


‘save more to buy 


Ohio farmers are only minutes from markets. 


spend less to sell their products— 
yours. 
They do buy, too... 


the U.S. 


But short-haul markets are only one reason why 
Ohio has a STABILITY rare in other upper-third 


market. 


Cleveland 14, 


MICHIGAN FARMER, East Lansing 


PENNSYLVANIA FARMER, Harrisburg 


their nearness to towns in- 
spires a higher standard of farm living. For example: 
Ohio ranks second in number of electrified farms in 


of The Golden 
Served by MICHIGAN FARMER, 
and PENNSYLV 


For further information write 


farm states. Vari 


ety of products is another. Ohio 


farmers aren’t tied to the ups and downs of any one 


product—they have a money crop all year ‘round. 


Age is another 


OHIO FARMER 
Today, 
this paper. 


two out 


THE ¢ 


Golden Crescent Stability 


“your best profit hedge in the farm market” 


No farm area of equal size and wealth can match the stability 
variety of products. 


Crescent—age, markets, 
THE OHIO FARM 


{NIA FARMER, The Golden Cre 


safeguards your profits through the ups and downs of the farm 
Ave., 


P1013 Rockwell 
Ohio. 


THE OHIO FARMER, Clevelan 


scent 


4 <i Gin FARME R 


ie —_ 
‘ " : ra 
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sign of stability. And Ohio was 


already a great farm market a hundred years ago! 
Indeed, farm families even then were relying on THE 


for the latest farm news. 
of three Ohio farm families read 


JHIO FARMER. 
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Ronson Plans Drive 


for New Penciliter 

Ronson Art Metal Works’ Pen- 
ciliter will be introduced in mid- 
October with full-color, full-page 
ads in Life, The New York Times 
Magazine, The New Yorker and 
The Saturday Evening Post. Sup- 
plementing the magazine drive, 
which will see the new product 
featured in Christmas ads enter 
this fall, will be 20-second video 
announcements on 12 stations. 


Commercials on “Twenty Ques- 
tions” (MBS) also will plug the 
Newark company’s pencil-lighter 
combination. Cecil & Presbrey, 
New York, is the agency. 


‘American’ Rates Rise 


American Magazine will raise 
its space rates nearly 10%, effec- 
tive with the February, 1949, is- 
sue. New rates will range from 
$15 a line to $6,000 for a black- 
and-white page and $12,000 for a 
full-color page. The circulation 
will be increased from 2,250,000 
to 2,350,000 average net paid. 


Pacific Names Lykke 


Pacific Mfg. Co., San Francisco, 
has appointed Chris Lykke & As- 
sociates, San Francisco, to handle 
|its public relations and sales pro- 
motion account. 
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Makers of Cotton 
Bags Set Budget 
af $380,000 


Print Bags Help 
Textile Bag Makers; 
Joint Drive Clicks 


Cuicaco—The National Cotton 
Council and the Textile Bag 
Manufacturers Association last 
week stepped up the tempo of 
their joint campaign for cotton 
|/bags by announcing a $380,000 
budget for 1948-49 for advertising 
| and publicity. 

Although plans are still form- 
ing, the emphasis in advertising 
is expected to be on newspapers. 

At the same time, the sponsors 
announced “impressive results” of 
‘the current coupon drive in farm 
|publications. The drive is part of 
|an over-all campaign being car- 
ried on by NCC and TBMA this 
year to develop new markets for 
cotton bags and, more especially, 
to protect the cotton bag market 
from recent encroachments by the 
paper bag industry, which has 
captured 53% of the total market 
for cotton, burlap and paper bags. 

The primary reason for the suc- 
cess of paper bags, NCC said, is 
\price.. Raw cotton prices have 
“nearly quadrupled since 1940, 
while wood pulp prices have less 
than doubled. As a result, cotton 
bags sell for about 32 cents com- 
pared with 10 cents for multiwall 
paper bags. 


Coupon Drive Clicks 


The basis of the entire cotton 
bag campaign is the industry’s 
manufacture of bleached white 
;}and colored print bags that can be 
re-used by housewives to make a 
long list of items from dresses and 
children’s clothes to household 
items such as curtains, drapes, 
|sheets, towels and bedspreads. In 
|the cities, salvagers buy the bags 
‘second-hand from bakers, who 


have received their flour in the) 


bags. These are sold by the salv- 


retail price is usually 20% to 30% 
below that for “regular” cotton 
goods. 

The coupon campaign now run- 
ning in eight farm publications 
has brought “hundreds of thou- 
|sands” of responses since it started 
‘last April, NCC said. One-column 
and third-page ads with coupon 


offer will continue to run through | 
Poultry | 


October in American 
Journal, Capper’s Farmer, Coun- 
try Gentleman, Farm Journal, Pa- 


Progressive Farmer and Successful 
Farming. 
4,000 Responses in Day 


The coupon offers a free “Cot- 


ton Bag Sewing Booklet,” showing |coupon reprints, and later a let- | 
how to rip open, wash and remove |ter with display card promoting | 


printing from cotton bags and how 
to make them into household 
items, dresses, baby clothes and 
cloth toys. Several pages of dress 
patterns are included. The ad for 
next month will be headed, “Boon 
to battered budgets.” 

The first ad, which ran in 
Farm Journal last April, drew 
4,000 coupon returns in one day, 
NCC said. . 

The farm publications are sup- 
porting the campaign by mailing 
promotional literature to more 
than 25,000 feed dealers through- 


out the country, presenting news | 


and data about the publication 
and its market and reproducing 
‘the ads. 

| In addition to the farm publi- 
‘cations, NCC and TBMA are 
"using newspapers in key cities, 
‘and direct mail in the drive for 


agers to chain variety stores for | 
cut-rate sale as piece goods. The | 
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the Travelers Insurance Co. 


Corner likes to remember. 
to be produced. 
the rule than the exception, 
ment. 


surely cherish. 


horseshoes. 
paign speaks for itself. 


The Creative Uans Corner 


What many advertisers overlook in their advertising is 


the space or the time they buy with what they glibly refer 
But few salesmen ever make a sale without 
first selling themselves—without first winning the confi- 
dence and respect of their prospects. 


Especially in fields where the products or services of- 


other, the winning of respect is of paramount importance. 
Given a product with pronounced advantages, you need do 
little more than call attention to those advantages to make 
a sale—but given one with no such pronounced advantages, 
you’ve got to win respect to make your sale. 

In the opinion of this hard-bitten correspondent, few ad- 
vertising campaigns have done this hard-to-do job so suc- 
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cessfully as the campaign done by Young & Rubicam for 


This campaign has been running for more years than the 


pears as fresh and interesting as if it were among the first 
In a field where the cliche is more often 


Of greater importance than this, however, in this Corner’s 
opinion, is the fact that every Travelers’ advertisement— 
in its approach, its writing and its tasteful treatment— 
builds a respect for the company that all its agents must 


To the Travelers this week—and its agency, Young & 
Rubicam—the Corner awards one of its rarely given floral 
No thank-you note is necessary. 
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cific Poultryman, Poultry Tribune, | 


— feed bag market. Three di- 
rect mail pieces are going to feed 
|manufacturers and two to feed 
dealers. Dealers get a four-page 
two-color folder, explaining the 


| the bags. 
| In the over-all campaign for 


|cotton bags, NCC and TBMA are | 


sponsoring a long-term publicity 
|campaign and 37 “traveling ward- 
robes” manned by women who 
‘lecture at women’s clubs and to 


‘other groups on clothing styles, | 


'ete., involving use of cotton bags. 
| In addition, trained fieldmen are 
sent around the county to “sell” 
/bakeries and retail stores on the 
use of cotton bags. 

The Buchen Co. here is the 
| agency. 


’ . 
‘Leader’ Buys ‘News’ 
Union-Leader Corp., publisher 
of the daily Union-Leader, Man- 
| chester, N. H., has purchased New 
|'Hampshire News, Inc., publisher 
of the weekly New Hampshire 
News. 


Pillsbury to Sponsor 


Kay Kyser Show 
| Pillsbury Mills, Minneapolis. 
| will sponsor Kay Kyser’s “Co'- 
lege of Musical Knowledge” daily 
over ABC starting Oct. 4 at !1 
a.m., EST (McCann-Erickson). 
“Breakfast in Hollywood,” for- 
|; merly heard at that hour, will be 
offered co-op at 2 p.m., EST, with 
Jack McElroy as the new master 
of ceremonies. Pillsbury, whic 
also is backing Galen Drake (Leo 
Burnett Co.) in a mid-afternoo’ 
daily show this fall, was signed as 
a “Breakfast” sponsor originall). 
Procter & Gamble, Cincinnat. 
has selected “What Makes Yo! 
| Tick?”, an audience participatio. 
| Show, as a replacement for its 
segment on “Breakfast.” This 
broadcast, placed through Comp- 
{ton Advertising, will be hear 
_daily at 11:45 a.m., EST, startin: 
Sept. 20. 


Birma Appoints Warner 
Haroid Warner Co., Buffalo, ha: 

been appointed to handle the ad- 

vertising of Birma Mfg. Co., man- 


ufacturer of Gripco “Individuals, 
rubber mud hooks. 
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Advertising Age, September 13, 1948 


Display Booms 
Sales, PoPAI's 
New Study Shows — 


(Continued from Page 1) 
Dr. West’s toothbrushes, Squibb’s | 
dental cream, Yale & Towne pad- | 
locks, latches and door closers, | 
Johnson’s waxes and polishes, | 
Sherwin-Williams Kemtone paint, 
and General Electric light bulbs. 
Over an_ eight-week period, 
Fact Finders Associates painstak- 
ingly checked what was happen- 
ing in two city panels, each com- 
posed of 30 “test” drug stores, 30 
“control” drug stores, ten “test” 
and ten “control” hardware stores. 
Hardware tests were extended to | 
ten weeks. 


How Test Was Handled | 


In drug stores the test began 
with a two-week base period, fol- 
lowed by a_ two-week display 
period, and two two-week post- 
display periods. In hardware 
stores, with slower-moving items, 
the base period was four weeks. 
Inventories were checked at the 
start of the test, sales were 
checked at the end of each two 
weeks, and only one item was fea- 
tured in a display in each store. 

During the display period: 

Yale & Towne hardware moved 
up 113% over base period; Lustre 
Creme, 98%; Squibb’s dental 
cream, 97%; Kemtone, 57%; Dr. 
West toothbrushes, 51%; Wildroot 
Cream-Oil, 41%; Johnson’s wax 
products, 27%, and G-E bulbs, 
20%. 

In the _ post-display periods, 
sales were erratic. Toothpaste 
sales maintained gains of 53% and 
57% over the base period; Yale 
& Towne dipped 8% in the first 
fortnight because of inventory 
shortages, then climbed to 67% 
over base during the second por- 
tion of the  post-display test. 
Lustre Creme gained during the 
first two post-display weeks, and 
then dropped 56%. Wildroot eased 
off 21% and 47%, respectively, 
during the post-display intervals. 
Dr. West sales were up about 
50%. Kemtone picked up 9% in 
the first two weeks, then spurted 
37% higher. Johnson’s wax prod- 
ucts dropped 5% and 18%. G-E 
bulbs dropped 16% in the first 
post-display period, then fell 25% 
‘in the second half. 


Other Variations 


The study also tried to meas- 
ure the effect on sales of stores 
where no displays were made, 
and results varied. During the 
display period, sales of Squibb’s 
dental cream in non-display stores 
rose 6%, then fell 29% in the 
first two weeks of the post-dis- 
play period, and rose 6% in the 
second half of the post-display 
check. Hardware items’ sales 
seemed to have been more in- 
fluenced in non-display outlets 
than were drug items. 

On the other hand, sales tabu- 
lations by Fact Finders showed 
that in the six-week display and 
post-display periods, sales of com- 


petitors’ products fell. While 
Wildroot was racking up a 16% 
increase, competitors’ sales | fell 


12%; as Lustre Creme showed a 
49% rise, competitive shampoos 
dipped 19%; Dr. West sales rose 
42%, and competing sales shrank 
4%. While Squibb’s 51% gain 
showed competitors rising 2%, 
and while Yale & Towne gained 
57%, competition showed a 6% 
upswing. 


No Explanation Given 


Preliminary reports make no 
effort to analyze the erratic be- 
havior of brands either in the 
post-display period or to explain 
some of the pass-along variance. 


|Norman McKean, executive sec- 
\retary, Point of Purchase Adver- 


tising Institute, said the test 


showed “point of sale display to 
in con-| 
introduction of 


be of tremendous value 
nection with the 
new products, the introduction of 
‘special offers’ and in increasing 
consumer familiarity with 
product.” 

The study was said to mark 
the beginning of a continuing dis- 
play study by the Institute. 

It was sponsored by PoPAI, 
and supervised by the research 
committee headed by Carl Rup- 
precht, with the cooperation of 
the display committee of the As- 
sociation of National Advertisers, 


lof which J. Ward Maurer, adver- 


tising director, Wildroot Com- 


pany, Buffalo, is chairman. 


Gulbenkian to Waters 


Gulbenkian Seamless Rug Co., 


New Brunswick, N. J., has ap-| 


pointed Norman D. Waters & As- 
sociates, New York, to handle its 
advertising. 


the | 


Biow Keeps Both 
Roma Account 
and Les Hannah 


San Francisco—Troubled wat- 


ers in the Biow Co.’s office here | 


apparently have been smoothed 
down following consultations with 
executives of its major account, 
Roma Wine Co., Fresno. 

Les Hannah, who previously 
had announced his resignation as 
Biow’s San Francisco manager 
and plans to reopen his own Han- 
nah Advertising Co., said he had 
canceled the lease for office space 
and would remain with Biow. 

Since the Roma account was 
the principal business handled by 
the local Biow office, in addition 
to the Hannah-controlled Western 
Pacific Railroad, San Francisco, it 
had been rumored that Roma was 
switching agencies. Spokesmen 
‘for Roma, however, spiked the 
‘rumors. They made no announce- 
ment other than that John M. 


Alden, executive vice-president of 
Biow with headquarters in New 
York, was engaged in lengthy con- 
ferences with Harry Serlis, Roma’s 
sales and advertising director. Mr. 
Alden made a hurried trip here 
from New York. 

| The agency announced, mean- 
| while, that Leslie G. Moseley had 
|resigned as vice-president and San 
|Francisco manager of Foote, Cone 
|& Belding to join the local Biow 


|office in an unnamed capacity. 
‘Ford Sibley succeeds him at 
FC&B. 


Herbert K. Reynolds, who pre- 
‘ceded Mr. Moseley as San Fran- 
cisco manager of FC&B and who 
resigned last year to take up free 
lance writing at his home in 
'Monterey, Cal., has rejoined the 
agency and will work on special 
‘accounts in the Chicago and New 
York offices. 


BSF&D Promotes Zick 


Fred A. Zick has been named 
to the newly created position of 
business manager of all art op- 
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lerations in the Detroit office of 
| Brooke, Smith, French & Dor- 
rance. Donald A. Delozier hag 
been appointed to succeed Mr; 
Zick as manager of the produc 
tion department. / 


| Drug Publication 


to Make Debut 


The Wholesale Drug Salesman, 
ja monthly, will begin publication 
) on Jan. 1, 1949. Theme of the 
, publication is “Sell with Service.” 

Editor is Hugh O’Malley; asso- 
| ciate editor, Joseph J. Shine, and 
|business manager, Charles R. 
|O’Malley. Offices are located at 
| 221 N. LaSalle St., Chicago lk 
| Jerry Meyer, 110 E. 42nd St., New 
| York, is eastern representative. 


| Your Copy Will Fit - - - 
without bother of counting words! 


' 
| Handy card simplifies copy fitting. Merely 
i 
} 


set your typewriter as indicated on card and 
8-pt., 10-pt. and 12-pt. copy goes line-for- 
line as you type it. Your copy blocks will 
FIT! Especially fine for newspaper wort. 
Money back if not pleased. Keep one by 
| every typewriter. Per card $1.00. G@ 
Smith Advertising Service, Liberty Building, 
| Yakima, Washington. 


— 
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New Ameriwan Way TO SOLVE PUBLIC PROBLEMS 


a <I oe 


Accomplishment is based on the action of people, 


One year ago, the country’s hospitals faced a desperate 


shortage of nurses. 


Patients who badly needed hospital care couldn't be 


admitted; there just 


weren't nurses to care for them. 


Immediate action was needed to recruit 40,000 student 
nurses; an unheard-of peacetime quota. ‘The American 


Hospital Association 


turned to The Advertising Coun- 


cil—a voluntary, non-profit business organization which 
uses advertising to help solve public problems. 


All these elements of business are help- 
ing in this new form of public service: 


NATIONAL ADVERTISERS 


DAILY NEWSPAPERS 


MAGAZINES 


OUTDOOR ADVERTISING 


This space contributed to The Advertising Council by Advertising 


RADIO 


LOCAL ADVERTISERS 


ADVERTISING AGENCIES 


WEFKLY NEWSPAPERS 


3-SHEET POSTERS 


The Council prepared the messages, and asked Ameri- 
can business to provide the free advertising space and 
radio time and talent. In magazines, newspapers, Over 
the air, on car cards and outdoor posters, young Ameri- 


can women were told of the 


The 40,000 nurses are now enrolled. 


This is a new American way of solving public problems 
—the contribution of American business to the public 


welfare. 


= 


Je 


CAR CARDS 


d lye. 


THE 
ADVERTISING 
COUNCIL 


11 W. 42nd STREET, N.Y.C. 


(SEND FOR LIST OF COUNCIL CAMPAIGNS) 
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Now An EASY 
RIGHT WAY 
To Cover Small 
City Markets 


NOWADAYS, the newspaper 
magazine supplement with a 
guaranteed circulation of 
800,000 in 305 weeklies and 
dailies, covers cities under 
25,000 in the 13 richest mid- 
western states. At last, through 
NOWADAYS, national adver- 
tisers can get the benefit of 
loyal small city newspaper 
readership at low cost. At last 
this great market, 3rd richest in 
Effective Buying Income (ac- 
cording to Sales Management’s 
Survey of Buying Power) can 
be reached through ONE pub- 


lication. 


THESE 
EXTRA Nowapays 
Advantages 


1. NOWADAYS Checks Store Distri- 
bution, and Audits Monthly Sales Vol- 


‘Check 


. 


NOWADAYS is the first mod- 
ern supplement to be distrib- 
uted with small city newspapers 
exclusively. In addition it offers 


ume. (All reports available only to advantages listed to the left. 


NOWADAYS advertisers.) 

2. 10 Merchandising Magazines Give 
Special Emphasis to Your Selling 
Program. 

3. A Tie-In Ad Mat Service that 
Works. 

4. 2 and 4 
smaller. 


5. Split Runs, 
FOR THE COMPLETE STORY 


HAVEN'T_YOU HEARD ? 


NOWADAYS WILL 
SOON APPEAR IN 


305 NEWSPAPERS 


<= 


color page units or 


OWADAYS 


Eastern Advertising Director 
Frank M. Orchard 
299 Madison Ave. 
Murrayhill 7-1754 


Chicago 


Western Advertising Director 
Frederick Dickinson 
510 N. Dearborn St. 
Sup. 8762 


Important 
Exhibitions 


The International Housing 
Exhibition 
Olympia, London 
9th to 18th November, 1948 


* 
The 


English Export Exhibition 
QUALITY FAIR 


Olympia, London 
29th November to 8th December, 1948 


Organisers: THE PEREX CO., LTD., Cumberland House. 
Kensington Court, London, W8, ENGLAND 


Nielsen Figures on Top-Rated Shows How Seagram Wii! 
Week of August 1-7, 1948 


All figures copyright by A. C. Nielsen Company 


| 
| 


EVENING, ONCE-A-WEEK, 
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Spend $3,000,000 
in New Campaigns 


New York—When Seagran 


15-60 MINUTE PROGRAMS 
|Distillers Corp. opened its fal 


Total Audience Average Audience drive last week (AA, Aug. 23) 
Cur. Prev. Cur. Points| Cur. Prev. Cur. Points | hi “en its basi b Aget tn 
+ a aan Gating, Comaps Rout a Preecen ™ Ration Chase is 18 atin its basic budget for 
rime rapher ooctecs \e rime otogra PT cosvcce e + 1.8 | . 
: te ....... 19.4 126| 2 & Mr. District Attorney ....10.7 -14. eo = > was set up: = 
: : = Is Your FBI......... oe Th] : : oar... Bsaore peste by +38 ik oo rown ag mal in 
SREGR ccccccccccccccces le . is 1S YOur FBOI.......45- a a newspapers in mar ets 
5 10 Adv. Sam Spade .......... 129 +2.1| 5 11 Adv. Sam Spade........... 9.7 +21) . 
_ Mr. District! Attorney ee? 126 +08) § ¢ The Fat MO cass $6 43 (cost: $1,000,000) ; MaGASSSos 
a mark layhouse senuena . +1. op the Music qgtr.).. 9. +0. scheduled for four-co or Pages 
8 16 Philip M ere 12.2 +2. 8 NR Dr. Christian ............. 93 +45 p . ‘haa 
3 na Dr. Cwristan ss icant 28 “4s 3 MH Pelli, Morris Wight aiid aii s. 17) ore American Legion, Collier's, 
ake It or Leave It........ & +41. ake It or Leave it........ . lo | Esquire Field & Stream. Life 
= fh yegheiges 1.8 42.9) 11 - oy > oiengeiee 9.0 +11) ? . 
3 : The Fat ie agresees asses Ww ome 2 " Nolimert Playhouse Labi e7 +38 Look, Outdoor Life, Sports Afield, 
1 see Geile vcencagees ° q re Tea § +0.6 TG . 
1618 Big Story ............. 11.7 44.8/16 17 Bip Story ................ os Jay] one ome seme (eon: ese, se0) 
= x dergens penne dournal. 11.8 —38 6 . Jergens Summer Journal... . ae —38 Ancient Bottle gin ads will ap- 
Me "EE sccccecsne 6 +41. ARG Re Ee +1.5 | i ior’ ; 
17 11 Stop the Music (4th qgtr.)..11%3 +0.7|/17 18 Man Called “Xx? 2.000.002. as ta5| pee Comers, Bomny,' Seay 
8 ae er. & Mrs. North......... 113 137 4 a Mystery Theater iSeeveases $3 +18 Holiday, Life, Newsweek, The 
oun BW caccceccesoess e e v. in BD ncccccccece ° +t. ; ° 
a Ey A naeeeetenenie 11.1 +2.7| 20 WR Call the Police............ 13 42.0 nd © a and Time (cost: 
EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS Seagram’s V. O. has the same 
1 H Lone Ranger eaiiresaseee 08 +23] H ! Lone Renee Pied eres 13 +18 list, with the omission of Holiday 
2 MD Secancveusene 0 +0.6 | "_ eer 1 +06) and Ebony and the addition of 
NR Edward R. Murrow........ 6.0 0.0; 3 NR News of the World......... 4.6 0.0 
> . yale ' a Coes 7 Cue and Fortune (cost: $500,000), 
DAYTIME, 2 TO 5 A WEEK, 15-30 MINUTE PROGRAMS The company will spend $500,- 
1 1 When Girt Marries mar erree toe +18) : 2 When Girt Marries a oes os +42 | 000 in outdoor, and has 350 high- 
2 Backst ea . ° ackstage Wife ........... ‘ee : : 
5 § i & Gotan... oo tua] auomte Happiness......... 9.0 +1.2|SP0t locations scheduled, mostly 
4 5 Young Widder Brown....... HY: +13] : ? Yous water Brown ...... Ye Th for Seven Crown. 
Fo |}, Oe 8 +1, ff aa +0. . . : . 
5 6 fale fem Ube 96 411 6 6 Portia Faces Life.......... 4 419; Not included in this recapitu- 
0 Pepper vous : epee o Til H 3 Pepper Youre tn ROR o2 Tz | tation are the company’s sizable 
Lunieveeresh , 1) SD GR ccsccccncces a . . + 
9 1 Ow Gal, Sunday........... a5 102/§ 1 Ow Gal, Sunday... 14 +9.3| expenditures for display materials, 
+f " o — (MBC) ..ncoee 8.3 Tas | * " bp he miy OR cateaeeae oT ary promotion devices and gimmicks 
PTTTITITiTt. * Bl a Perkins eecooecces Oe 5 * . 
12 9 Ma Perkins (CBS) ....... 19 3/12 NR Ma Perkins (NBC)... ss +13|like bottle tops, key chains and 
3 oa Big rye ee 2 +33 8 4 s — Pigseacessorsees oe ty sportsmen’s calendars. 
oad SP tinengnneness : \ om. Helen Trent.......... b . : , 
15 16 Rom, Helen Treni.......... 1.6 +0.3/15 NR Road of Life.............. 66 +05| Roy S. Durstine, Inc., handles 
Ancient Bottle and V. O.; War- 
DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES wick & Legler is the agency for 
1 2 Grand Central Station...... 95 +19; 1 2 Grand Central Station..... 8.2 +1.1| Seven Crown. 
2 es YY kere 9.2 +19) 2 4 Give and Take............ 1.2 +19 | 
3 1 Armstrong Theater ........ 8.5 0.0; 3 1 Armstrong Theater ........ 69 0.0) idicaiedieeiaiiel 
4 NR Went flees You Tick...... HE +h ; H vay — a ae ceece hy + 
a tective Myst........ L 1-§. v. Archie Andrews....... > ° 
4 ee KWK Flashes News 


Nielsen Report 
Shows Impressive 
Rise in Listening 


Cuicaco—Top 20 evening pro- 
grams in the Nielsen report for 
the week of Aug. 1-7 averaged a 
two-point gain in total audience 
over the top 20 measured during 
the week of July 18-24. 

The only exception was the. 
“Jergens Summer Journal” (An- | 
drew Jergens) which dropped a | 
sharp 2.6 points from the last re- | 
port, when Walter Winchell was | 
still broadcasting. As a result, | 
the “Journal” slipped from first | 
place to 15th position in the rank- | 
ings. 

The latest report also showed | 
an extensive shuffle among the | 
top 20 shows, with the addition of 
five programs which had not ap- 
peared on the previous report.) 
Greatest point gain was that of 
“Dr. Christian” (Chesebrough | 
Mfg. Co.), up 4.5 points from the | 
last report, with a corresponding | 
jump from 39th slot to 9th on the | 
present list. 

“Mr. Keen” (Whitehall Pharm- | 
acal) moved from ninth to second | 
place; “Blondie” (Colgate - Palm- | 
olive-Peet) from 23rd to 11th; | 
“Stop the Music” (Eversharp, | 
fourth quarter) from 11th to 17th, | 
'while “Break the Bank” (Bristol- 
|Myers) dropped from sixth to) 
/13th position. 
| Total radio usage per home was | 
up substantially, with the 3.6) 
‘hours of listening 6% greater than | 
| both the last report and the show- | 
ing for a year ago. 
| The daytimers reflected the) 
| general rise in listening, with 14, 
|out of the top 15 programs show- 
ing a point rise. The first six | 
|shows were almost in the same 
|relative positions as on the July 
report, however. 


Plans Perfume Drive 


Goya of London, England, will 
|introduce a new perfume, called | 
|Heather, in Canada. The adver- 
| tising, which will appear in wom- 
|en’s magazines, weekend papers, 
both French and English, and in 
trade publications, will be directed 
by Albert Jarvis Ltd., Toronto. 


. Station KWK, St. Louis, has in- 
singpay to Colice Bureau | stalled an electric light news sign- 

: Say, mer aC-| board at Grand and Washington 
count executive of Platt-Forbes, | streets in St. Louis to Nash 
| New York, has been appointed| weather reports, ball scores and 
|manager of the Pan-American) other late news. 


Coffee Bureau, New York. Prior 
| to joining Platt-Forbes, Mr. Lind- | 
@ EXPORT @ 
TRADE«SHIPPER 


| Say served in creative and execu- | 
Circulates in the U. S. A. 


itive capacities with Batten, Bar- 
| ton, Durstine & Osborn, Benton &| 
Bowles, Ted Bates, Inc., and the 
American Association of Adver- 
tising Agencies. 


Gilmer Plans Drive 


L. H. Gil Co., Philadelphia, | thes . 

. H. Gilmer Co., iladelphia, | 

has developed a full line of rub- by Export Managers 
ber hardware (V-belts, hose, tape, | of 

sheaves, electric wire and cord | 

sets) which it will promote in|| LEADING AMERICAN 
trade publications and direct mail | MANUFACTURERS 


this fall, through Geare-Marston, | 


Philadelphia and New York) 20 Vesey Street, New York 7, N. Y. 


agency. 
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CONVERSATION PIECE—This poster within a poster is being shown in markets 
of 50,000 population and over all across the country for National Biscuit Co., 


New York. 


McCann-Erickson is the agency. 


Spector Returns 
to Agency Field 


After Year Away 


(Continued from Page 1) 


eutting one’s own throat with a 
dull Hooperating), and made the 
application of 
the, Stanton - Lazarsfeld research 
Horace Schwerin, who 
has made radio reputation with 
his own program analysis system, 
was at one time Spector’s director 


first commercial 


technique. 


of research. 
Serutan Suit Recalled 


tacular suit against Serutan 


company and 


His agency figured in a spec- 


1946, in which he charged that the 
the agency had 
signed a bizarre agreement in 


GUARANTEED SALES 
LETTERS 


You reap multiple benefits with a GOOD let- 
er--more sales, orders at the right time, less 
“st per sale. An advertiser used my letter 


,for holiday item, got 61% more orders than 


with previous mailing. You get at least 5% 
hore returns from my letters—or no charge. 


Write Box 7161, ADVERTISING AGE 
100 E. Ohio Street, Chicago i!, Illinois 


1942, under which Spector agreed 
‘to concentrate on the advertising 
‘of Serutan, Journal of Living and | 
Nutrex to the exclusion of new 
‘accounts without the client’s per- 
mission. Accordingly, the agency 
was to be the exclusive agency for 
these products as long as they 
were manufactured or distributed 
or until the contract was canceled 
“under the terms of the agree- 
ment.” 

Spector asked payment of $1,- 
300,000, and commissions of $225,- 
000 on $1,500,000 of contracts and 


(AA, July 29, 1946). 

After victories in the lower and 
appellate courts, Mr. Spector re- 
portedly received a 
settlement. 


Leila Bon Angle Retires 


Leila Bon Angle, advertising di- 
rector of Young-Quinlan Co., Min- 
neapolis department store, re- 
signed Sept. 1. She has been suc- 
ceeded by Donna Ensign, formerly 


Angle, in advertising since 1926, 
won the first Erma Proetz award 
|for her work for Young-Quinlan 
| in 1944. She previously had 
/served with Bambergers, Newark; 
Hudsons, Detroit, 


1 mere hard wearing, good 
looking, inexpensive covers for 
all the more important types of 
bindings —3 ring — Swing-O- 
Ring—bulletin—post and slide 
—as well as the conventional 
accordion types. AND covers 
for plastic or other mechani- 
cal binding. Bestex (artificial 
leather), Beaverhide, Kroydon, 
and other stocks. 


im CATALOGS 


PARTS LISTS 


Samples and quotations promptly given. 


BEAVERITE PRODUCTS, INC. 


53 be wit Srast. BEAVER FALLS, NEW YORK 


orders which it had then placed | 


substantial | 


of Hechts, Washington. Mrs. | 


and J. W.! 
| Thomas Co., Minneapolis. 


Freitag Expands 
Agency Activities 
in Own Building 


(Picture on Page 43) 

ATLANTA—With summer vaca- 
tions out of the way and the in- 
terior decorating all completed, 
the Freitag Advertising Agency | 
has moved into its own building at 
988 Spring St., N. W., and plans 
soon to expand its services to pres- 
ent and new clients. 

The new quarters for this 31l- 
year-old organization include 
| seven offices, a reception roorg and 

a conference room. The building 
| is floored entirely with asphalt tile, 


home economist Flora Adams. 
Services heretofore handled out- 
side the agency’s office will be 
offered, including recipe testing; 
| adoption of copy themes for pub- 
lication and radio advertising; 
| comparing of competitive products 
with those produced by the) 
agency’s clients, and new prod- | 
ucts tried out. 
Freitag also is setting up a com- | 
plete television department. Nor- 
man Frankel heads the agency's | 
radio and television activities. 
The agency, owned by Joseph | 
| V. Freitag, believes it is the oldest 
ad agency operating continuously 
under the same management in 
Georgia. Addition of executive 


— sound-absorbent ceiling tile is | personnel is to be announced soon. | 
8 Accounts now served range in lo- 


mployed throughout. The con-| cstion from Stuttgart, Ark., to 
port room, walled in on three New York 
sides with glass block, also serves | , 


as the agency’s library and tele- | T 
Bracadfe oor wo Join Chapman 
reas Cowen | Theodore D. Emerson, formerly 


Since a substantial part of its | with Kenyon & Eckhardt, D. P. 
business is in the food field, the Brother and Carboloy Co., and 


agency has set up a modern test-| Harold Sonenberg, formerly with 


ing kitchen, under direction of | 


Miller Agency Co., 
named account executives 


Chapman Advertising Agency, 


Detroit. 


have been 


supplies. 


OFFICE MANAGEMENT 
and EQUIPMENT 


Miice Executive's a Magazine 
GEYER PUBLICATIONS —e —Publ i 
of GEY T " OFFICE white 


If you want a Decision 
Speak to the TOP Man! 


This magazine is edited 
exclusively for top 
office management ex- 
ecutives who make the 
decisions regarding 
the purchase of office 
coiement machines 


| “I wish to compliment you on the new “Not only is this a wonderful media 
| edition of the Catalog and Buying for our advertising, but also it is a 
| Directory. It is a very excellent refer- tremendously helpful guide to the 
ence book for many different subjects. baker for sources as well as for tech- 


nical information.” 
I hope that each one of our ten plants T. F. Naughtin, Jr., 


has received a copy. eee T. F. Naughtin Co., Omaha, Nebr. 
Albert S. Schmidt, Vice Pres. 


Capital Bakers, Inc., Harrisburg, Pa. 


. should be of much greater value 
to both the baker and equipment man 
ufacturer than any such book I have 
seen to date.” 

(. D. Davenport, 
Century Engineering Corp., 
Cedar Rapids, Iowa 


|, . . the new Diretcory just received. 
This surely is a prize winner. If you 
can spare three more copies I will be 
very glad to see that they are put to 
I would be glad to pay for 


good use. 


— “This Catalog i lendid job—our 
> us atalog Ss A splene o> an 
J. T. Eames, Owner, $ ple adj 1 


E ’ ition Miend eten compliments.” 
Vames’ Butter Krus akeru, W. F. Schmidt, Bakery Plant Mor. 
> 
Tamaqua, Pa. (ireat A & P Tea Co., Laniaville, Ky. 


“This is certainly a tine piece of work. . your job of setting up a truly 
It is useful to us when we are check- helpful book for the baker will be 
ing on equipment. We find it com much appreciated and much used. 
There is much valuable information 
in it for all of us.” 
Wm. E. Maier, Secretary 
Maier’s Bakeru, Reading, Pa. 


plete and interesting.” 
Arthur Vos, Jr., Pres. 
Macklem Baking Co., Denver, Colo. 

“Delighted to have the copy of Bakers’ 

Helper 1948-49 Buying Directory. Know 

this will be of great help and aid to 

our purchasing department.” 

| F. W. Birkenhauer, Pres. 

Wagner Baking Corp., Newark, N. J. 


. it really is a beautiful master 
piece. This book should be to the 
baker what the Handbook of Physics 
and Chemistry is to the chemist.” 

John M. Nugent, 

Seelew & Co., Ine., 


New York 


dd eres how the Bakery Industry 
applauds this new catalog. These let- 
ters of praise continue to pour in, ap- 
proving the Bakers’ Helper Catalog 
and Buying Directory in its new and 
greatly improved form. Without ex- 
ception they say its the finest book of 
its kind—the most valuable and useful 
Catalog for the entire Baking Industry. 
This Catalog works for manufacturers 
all year at one low cost. Published 
annually in June. Be sure to include 
the 1949 Catalog in your new budget. 


Bakers Helper 


Tht BAMING INDUSTRY MAGCBTIM: 


105 West Adams St., Chicago 3 


Also use BAKERS’ HELPER, published every- 
two-weeks, to get your sales story into the 
hands of more than 16,500 bakers. Gives 
you a 25% larger audience of paid sub- 
scribers than any other bakery publication. 

ABC—ist six months 1948—16,569 
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ITU Denies Violation 
of Taft-Hartley Law 


The International Typographical 
Union last Tuesday filed its an- 
swer to a petition of Robert H. 
Denham, general counsel, National 
Labor Relations Board. He had 
asked that the union be cited for 
contempt for violating an injunc- 
tion against insisting on closed 
shop conditions, outlawed by the 
Taft-Hartley Act, in its contracts. 

The ITU answer emphatically 
denied charges that the security 


Ad . 
“Vhat Fellow Sott 
Creates the Unusual in 
Advertising that's salably 
sound! 


Seats seseoiod' trem ‘saver 
tisers and agencies. 
Leo P. Bott, Jr. 
64 E. Jackson $\ CHICAGO 


| ager, 


clause sought in union contracts 
violated the injunction. It also 
denied that it had forced locals to 
insist on a form contract. Ad- 
mitting that the ITU had sup- 
ported strikes by the local in Chi- 
cago and Hammond, Ind., the 
union rejected charges that such 
support is either illegal or in con- 
tempt of court, and it challenged 
the court’s power of jurisdiction 
in the case. 


Munsingwear Promotes 
Hartman and Berlin 


R. A. Hartman has been ap- 
pointed general merchandise man- 


ager of Munsingwear, Inc., Min-| 
| neapolis. 


With the company since 
1915, most recently he has been 
a divisional sales manager. 

J. A. Berlin, eastern sales man- 
has been named general 
sales manager of Munsingwear. 


SOUTHWEST VIRGINIA’S Jéass@e2 RADIO STATION 


That’s why so many WDBJ 
advertisers continue with the 
station year after year. 
have found per-sale advertising 
costs low. 
motion Department is an added 
help, increasing results you 
would normally get from send- 
ing your message to our loyal 


They 


And WDBJ’S Pro- 


listeners in 38 counties. 


Ask FREE & PETERS 


Armour Invades 
South with Perk 
Soap Campaign 


Cuicaco—With copy featuring a 


Advertising Age, September 13, 194 


metal pouring spout. 

| Under a flexible schedule, Perk 
|newspaper ads are to 
| weekly for six weeks, then every 
lother week. About 18 spots a 


week are planned on stations in | Regulations, was concerned. 
ithe major markets. A complete | 
sales promotion program backs up | 


'the ad drive. 


| Foote, Cone & Belding is the) 


/ agency. 


_war-developed ingredient—Armo- | 


cel—Armour & Co. has expanded 
‘advertising of its Perk granulated 
soap throughout the South in its 
first major drive since prewar 
days. 

Newspaper ads, ranging up to 
full pages in extra color, and spot 


| ‘Tello-Test’ Okayed by 
U. S. Post Office Dept. 


“Tello - Test,” telephone quiz 
| program syndicated to radio sta- 
tions coast to coast by Radio Fea- 
tures, Inc., Chicago, is not in vio- 


appear | 


the program was submitted fo; 
clearance with the Post Office De. 
partment in Washington, as a tes; 


|to discover whether it was ac. 
|ceptable for mailing insofar as 
|section 601, Postal Laws and 


Roach Joins Calvert 


John W. Roach, formerly chief of 
Wisconsin's beverage and cigaret 


tax division, ‘has joined Calver 


Distillers Corp., New York, as di- 
rector of trade relations, effective 
Sept. 15. 


IF YOU USE CAR CARDS 
Send for FREE Sample 


“CARDISPLAY” 


Pontiac 


engrar ‘ng—— 


and electrotype 


co. 


812 W. Van Buren St. HAYmarket 1000 @ Chicago /7, lll. 


announcements are being used in| lation of the country’s lottery 
major markets of eight Armour|laws, according to the United 
|districts extending from Texas to| States Post Office Department. As 
‘the East Coast. Until recently,|a result of FCC’s recent declara- 
'marketing and promotion of the | tion respecting this type of show, 
{household product has been lim- 


UNIQUE POINT-OF-SALE — 
- CAR-CARD HOLDER _ 
5 CARDISPLAY CO. .. GG 
1004 MARQUETTE AVE., MINNEAPOLIS, MINN 


ited necessarily to cities in the 
Great Lakes area. 
The soap is not related, cor-— MEMO _TO SPACE BUYERS: 


|poratively, to the dog food being 
|manufactured by Perk Foods Co., 
|Chicago, which has enjoyed a 
stepped-up ad drive, too. Armour 
is heartened by widespread con- 
sumer and trade acceptance, and 
the product is moving off store 
shelves in satisfactory volume. 
‘Ample production is assured 
through use of a new manufac- 
turing plant erected here. 


Started in 1939 


Perk soap was introduced in 
1939 in Cleveland, Canton, Akron, 
Toledo, Detroit, Milwaukee, Grand 
Rapids and a few smaller mid- 
western cities. Because of its lim- 
ited production, there was no 
subsequent expansion, but these 
markets were kept supplied dur- 
ing the war and postwar years. 

The expanded ad drive calls for 
copy in approximately 200 news- 
papers and spots on a like num- 
ber of stations, and the new ads 
| broke last week in the “old” mar- 
kets. Housewives are urged to 
test Perk under a double-your- 
money-back guarantee, and a 15- 
cent coupon deal also is being 
‘employed extensively. 

Newspaper copy, including full 
|pages and 1,800, 1,200 and 1,000 


The Lion’s Share 
of Sales 


Can Be Yours 


Yes, here is a feast to be had for the ask- 
ing, but, you must ask in the right way. 


Mach year Beacon Journal Buyers are not 
only asked to spend but do spend in ex- 
cess of 425 million dollars in retail sales. 
This spending is the result of wise and 


|lines, claims that Perk with its e ° 

trademarked Armocel “washes Consistent selling programs planned by 
clothes 31 to 46 degrees whiter ° 

hon coy Ghar taal af ane.” Seacon Journal advertisers. 


Four “proofs” from washing tests 
are cited, including the claim that 
‘Perk “washes whites whiter and 
keeps them whiter”; that it 
washes and keeps colors brighter 
with perfect safety; that it cuts 
washing time in half and saves 
wear on clothes, and that Perk 
“saves you 1/3 on soap.” With 
Armocel-armed Perk, copy adds, 
|“*you need no bleach.” 

Perk is packaged in a red car- 
ton designed by Raymond Loewy 
Associates, New York, and fea- 
‘tures an “easy-to-open non-spill” 


Since Akron Buyers read only one news- 
paper, The Beacon Journal is a must if 
vou wish to sell this rich market. 


AKRON 


Nee 


BEACON JOURNAL 


JOHN S. KNIGHT, PUBLISHER 
NATIONALLY BY: STORY, BROOKS G FINLEY ‘ 
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What's the Best Way to Reach and Sell 
Industrial Markets? 


Don’t argue—not when you can get all of the facts 
in the 550-page, 1949 MARKET DATA BOOK... 


coming off the press soon! 


It gives you a complete and authoritative picture of 
the production and needs of the major markets for 
industrial equipment and services. It gives you all of 
the specifications, rates and circulations of the busi- 
ness papers serving those markets. It explains the 
many helpful special marketing services offered by leading publishing organizations. 


The MARKET DATA BOOK comes to you as part-and-parcel of a regular subscrip- 
tion to INDUSTRIAL MARKETING, The Magazine of Selling and Advertising to 


Business and Industry. It’s yours at no extra charge! 


1 Your $3 (Add 93 « your =Semd Over to? 100 E. OHIO ST 
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PERLEY H. BOONE an addition to the building when 
Bayswe, N. Y.—Perley Howell he fell 20 feet from the second 

Boone, 61, former public relations | or into a pit where a new press 

|director for the Air Transport | is to be installed. 

| Association, died on Sept. 6 at his | 

home here. 

Mr. Boone, who was the first 
| publicity director for the New 
|York World’s Fair, retired more 
| than two years ago after suffering 
'a heart attack. Before the war he 
handled publicity for the Citizens 
Committee for a National War | 


the American Newspaper Pub- 
Pian Association, chairman of 
the finance committee of the Bu- 
reau of Advertising, ANPA, a di- 
lrector of the Audit Bureau of 


four years, its wee geemaemt. 


Mr. Plum had been a director | 


|Circulations for 10 years and, for | 


THIS WEEK THE HECHT COMPANY SAL TES 


‘Service Act. 

His last newspaper job was as a 
copy reader on the New York 
|Times. At one time Mr. Boone 
'was city editor of the Chicago) 
|Tribune, later serving as_ that 
|newspaper’s New York corre- 
spondent for nearly 17 years, 


‘DAVID B. PLUM 


Troy, 


Times Record here, 


N. Y.—David B. Plum, 
| publisher of the daily Record and | 
was killed | 


THOMAS G. CRAVER 


BecKLeEy, W. Va.— Thomas G.| 


Diller Named V.P. 


|Craver, owner of the Craver Ad- 
/vertising Company here, died at 
his home Aug. 29 after a long ill- 
| ness. Mr. Craver, 59, had con- 
ducted an outdoor advertising 


business here for 20 years. 


‘Minn. Expands Effort 
Already spending $50,000 a year 

for advertising to attract new in- 

dustry, the State of Minnesota is 


The Federal Trade Commission 


and tx people whe manage America’s “Better Basiness Berean” 
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The Hecht CoA xa Uashinglon and Sbecr Spring 


NOT ALL WOULD DO IT—Hecht Co., Washington department store, ran 

this full-page newspaper tribute to the Federal Trade Commission as part 

of a series on the nation's capital and its institutions. The FTC is described 

as "America's Better Business Bureau," “dedicating their work to the 

preservation of the American tradition of free competition . . . and taking 

steps to see that the public is protected against false and misleading claims 
in trade and commerce.” 


elles. ah in conden cob yamine ee 


| Brothers Co., Cambridge, Mass. | 
Mr. Everett served successively as | 
state staff reporter, radio news 


Everett Joins Lever 


Walter Everett, formerly city 


| named to the Bulletin city desk. 


Morton Promoted 

T. M. Morton, in the sales de- 
partment, has been named adver- 
tising and merchandise promotion 
manager of the California & Ha- 
waiian Sugar Refining Corp., with 
headquarters in San _ Francisco, 
where he will supervise the West 
Coast operations. 


Freel 


Get this helpful, hintful little 
_ book we've prepared for you. 
Titled “Better Mats,” it's a 
guidebook that will give you 
‘many practical suggestions 
for getting the best in news- 
Paper reproduction. Read the 
“inside” story about mats 
written by a mat manufacturer 
that knows the business — 
inside and out! 


POINT OF SALE 


“ADVERTISING 


- Self Adhesive - Cellophane, processed 

. Easy to buy - Easy to apply - used for 
ackaging - Point of Sale advertising - Parts mark- 
a and Aircraft Wire terminal identification. 


OPFLIGHT TAPE CO. - YORK, PA. 


compli oars 


Prog 


Aas COMPANY 


To Progressive Matrix Co. 517 S. Jefferson Chicago 7 
Here’s my request for a copy of “BETTER MATS.” 


Get YOUR Free Copy 


My Name Title 

Company . 

Address .. 

REET eee a | rn 


editor of the Evening Bulletin, 

- > taff reporter and) 
Providence, R. I., has joined the} writer, city s 
public relations staff of d_ the) Journal city editor before being 


planning to establish a new eco- 
nomic development foundation for 
the purpose of lending funds to 


_ Aug. 31 in a fall at the newspaper 
|plant. Mr. Plum was inspecting 


“projects which have promise of 
success.” Contributions totaling 
$1,000,000 will be sought for the 
project. 


Buys Football Rights 

Station KSTP-TV, Twin Cities 
NBC affiliate, has signed for all 
rights to telecast home football 
games of the University of Minne- 
sota this fall. The contract pro- 
vides for payment by the station 
of $1,000 a game to the university 
if games are sponsored by an ad- 
vertiser. 


Kendrick Welles Diller, for- 
merly with Kaleidoscope, Inc., has 
been named a vice-president of 
AW Advertising Inc., New York. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 

Artkraft® 

900 Kibby $t., Lime, USA 


“Tredemerts vs 


Do YOU Remember ME! 


I’m back in business). 


@ 4 years Local Display Solicitor, Chicago Evening 


American 


@ 3 years Local Display Solicitor, Minneapolis Journal 


@ 3 years National Advertising Solicitor, Chicago 


Herald-Examiner 


4!/. years Pacific Coast Representative, Hearst 


Morning Newspapers 


@ 12 years Managing Director, Associated Weekly 


Write, wire or telephone if interested in 
Pacific Coast Representation 


All correspondence will be held in the strictest confidence. 
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Walter Winchell, who speaks for 
Jergens until Kaiser-Frazer takes 
over in January. This commen- 
tator-columnist is a steady, con- 
sistent leader. 
Columbia’s latest packaging 
success, “Our Miss Brooks,” star- 
ring Eve Arden, sponsored by 
or fars Colgate-Palmolive-Peet, will be 
heard at the same time as U. S. 
(Continued from Page 1) Steel’s “Theater Guild on the 
year rather than at the end of Air” over ABC, Sunday at 9:30 
next summer as previously ex- | P.m., starting Oct. 3. 


Fall Worry: Not 
t Enough Ratings 


»> pected. 
~ Electric Companies Advertising | mace Face Giepwege : 
Program, which is sponsoring| Art Linkletter (Raleigh), Bing 


phone, has picked a tough spot—|Gee and Molly (Johnson’s) all 
Sunday at 9 p.m. (CBS) opposite | will have to buck giveaway com- 
|petition this fall. CBS will move 
. “Sing It Again,” so far still a sus- 

What Size Agency? tainer, into the Tuesday 10-11 p.m. 


4 UAdvertsers tolay “ge spot on Sept. 21. Linkletter tries 
t 


too much ‘weig to to prove that “People Are Funny” 
ie pio with bip Podaer over NBC at 10:30 p.m., running 


into the last half of the hour show. 
“Winner Take All,” which Colum- 
7114, ertising h . 4 = 
it ak oe bia likes well enough to carry in 
' a daytime and nighttime version, 


Write: 


Helen Hayes’ return to the micro- Crosby (Philco) and Fibber Mc-, 


‘will be broadcast Wednesdays at 


10 p.m. starting Sept. 22. Der 
Bingle will be heard at the same 
time over ABC. 

CBS’ “Hit the Jackpot,” backed 
by De Soto-Plymouth, and NBC’s 
Fibber and Molly will be aired 
simultaneously. 


Ford Tries for Rating 


Still another top comedian, 
Lucky Strike’s Jack Benny, may 
find himself battling a prize pro- 
gram if ABC decides to schedule 
“Go for the House,” a show which 
permits studio contestants to do 
just that in the Sunday 7 p.m. 
half-hour. Several sponsors have 
been eyeing this audience partici- 
pation broadcast. 

The Ford Theater, unable to 
produce a rating on Sunday after- 
noon over NBC last year, will be 
trying for a more impressive fig- 
ure this season when it debuts on 
CBS Oct. 8 at 9 p.m. opposite 
Red Skelton for Procter & Gamble, 
and Eddie Cantor for Pabst, both 
on NBC. 
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La Rosa Slates 
New Radio Drama 
in Biggest Drive 


New York—V. La Rosa & Sons, 
which plans to expand soon to 


step up its radio promotion this 
fall in what it believes is “the 
greatest advertising campaign in 
macaroni history.” 

The °48 budget, most of which 
will be spent this fall, is up ap- 
proximately 50% over last year’s. 

The Brooklyn company, which 
also produces La Rosa spaghetti, 
egg noodles and pastina, will 
launch the “La Rosa Hollywood 
Theater of Stars” Oct. 11 via 
WOR, New York, WCAU, Phila- 
delphia, WBZ, Boston, WBZA, 
Springfield, Mass., WJAR, Provi- 
dence, WTIC, Hartford, and 
WTRY, Troy. Other stations in 
Pennsylvania, New Jersey, Balti- 
more and Washington are to be 
signed later. 


‘expanding 
markets 


The trek of industry and of markets is Westward ... 


to the Rocky Mountain Empire. 


Here is a region richer in natural resources than any in the nation. 


Here agriculture. livestock, food processing, oil, coal, metal mining, 


manufacturing, tourists, and transportation are creating new wealth... 


diversified wealth that builds market stability. 


Your ideal market is one in which people 


with rapidly increasing and highly diversified incomes can be reached 


through one dominant advertising medium. 


That's exactly the kind of market you can reach and sell... 


economically and profitably . . . through the most widely read selling medium 


in the Rocky Mountain Empire ...THe Denver Post. 


DENVER 


POS 


pe 


Represented Nationally by MOLONEY, REGAN & SCHMITT, INC. 


several new eastern markets, will | 


| 


HAT SHOW—Point-of-sale display for 

Resistol self-conforming hat developed 

by Irving Pierce, sales manager. An 
actual hat is used in the display. 


The transcribed series, featuring 
a complete drama each day billing 
Hollywood movie stars, will be 
broadcast Monday through Friday, 
in half-hour segments. La Rosa 
will continue its “Red Rose Radio 
Theater,” aired by a special net- 
work to stations carrying Italian- 
language programs, and will use 
women’s participation programs 
to play up its macaroni recipes. 


Uses Car Cards, Magazines 


_ Radio will be augmented by in- 
‘creased promotion in magazines, 
|newspapers, car cards and point- 
|of-sale material. Ads featuring 
|/macaroni and spaghetti recipes 

are to run each month in Every- 
'woman’s, Family Circle, Good 
Housekeeping and Woman’s Day, 
‘and special copy promoting La 

Rosa pastina is slated for Parents’ 
| Magazine. 

La Rosa sales appeals will ap- 
/pear on car cards in more than 100 
‘eastern cities, while point-of-sale 
material will be supported through 
|/promotion by Storecast, which 
combines in-store display service 
jand radio announcements in 121 
|New England chain stores. 
| Kiesewetter, Wetterau & Baker 
handles the account. 


Smith Names Three 
to Ad and PR Posts 


Richard P. Axten, formerly an 
associate of Earl Newsom & Co., 
New York, public relations con- 
sultant, has been appointed man- 
ager of public relations of Alex- 
ander Smith & Sons Carpet Co., 
New York. Michael P. O’Leary, 
formerly with Trans World Air- 
lines, New York, has been ap- 
pointed retail advertising man- 
ager of the company. 

Emily Purcell, former publicity 
director of Byrne, Harrington & 
Roberts, New York, has been ap- 
pointed assistant public relations 
manager of Smith. 


Four Name Allied 


Allied Advertising Agency, 
Cleveland, has been appointed to 
direct advertising for Monarch 
Floral & Funeral Supply Co. 
Basic Food Materials, Inc., and 
the Cleveland School of Meatcut- 
ting & Merchandising, all Cleve- 
land. Allied also will represent 
Forest City Material Co., begin- 
ning in October. 
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Public Service 
Radio Network 


New York — Independent sta- 
tions are being contacted by NAB’s 
non-affiliate stations’ executive 
committee to get their reaction to 
participating in a “public service 
network.” 

This project is under the direc- 
tion of Ted Cott, WNEW, commit- 
tee chairman, who feels that the 
independents—“a terrific slice of 
the industry—should make more 
of a group impact.” 

Sixty stations of the 900 on the 
NAB rolls are being sampled to 
see if they are willing to go along 
in the “independents movement.” 
The plans call for publishing a 
directory of non-affiliate stations 
containing the sort of information 
that would be useful to time buy- 
ers who might like to spot their 
markets. 

The committee will meet with 
the Advertising Council’s board to 
discuss ways of utilizing the inde- 
pendents’ facilities in its drives. 
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Independents Plan Past Minute News Flashes 


In time Mr. Cott expects to ap- 
point subcommittees to handle the 
various civic and charity cam- 
paigns as they occur. Already he 
has consulted with United Nations 
officials and representatives 
Radio Diffusion Francaise on tran- 
scribed programs suitable for use 
on non-network stations. 
Originally joining forces for the | 
purpose of coordinating public 
service efforts, the independents 
feel that once they get together as 
a group, advertisers who could use | 
a list of classical musical stations, 
sports stations or foreign language | 
stations to cover a special con- 
sumer category, may catch on to) 
the possibilities of the plan. 


Four A’s Schedules 
Regional Meetings 


The American Association of 
Advertising Agencies has an- 
nounced the following four fall 


regional conventions: The Central | Fall 


Council annual meeting will be) 
held on Oct. 8 at the Blackstone | 
Hotel, Chicago. 


man. 


The Pacific Council annual 


Fergus Mead, of | 
the Buchen Co., Chicago, is chair-| — started 


Bolster Candy Bar Gets More Support 

CAMBRIDGE, Mass.—New England Confectionery Co. will launch its 
largest campaign on Sept. 19 featuring the Bolster bar in a color 
comic strip, “The Bolsters,” in 40 Sunday newspapers in 39 mar- 
kets throughout the country. Selective (spot) announcements will 
be used in 13 cities. The drive will run through June, 1949. The 
agency is C. J. LaRoche & Co., New York. 


Nestea to Go into Three More Areas 

New YorkK—The Nestle Co. will launch an introductory campaign 
in October for Nestea, soluble tea product, using newspapers and 
selective announcements in Boston, New York and Philadelphia. Dis- 
tribution will also begin at the same time in the entire state of Flor- 
ida. Copy will feature Nestea’s quality and the speed and simplicity 
in “making tea instantly,” stressing ‘70 cups cost less than a penny 
per cup.” The agency is Doherty, Clifford & Shenfield, New York. 


Two Gorham Drives in 15 Magazines 

PROVIDENCE — The Gorham Co. next month will introduce a new 
silver pattern, Melrose, with color pages in 15 national magazines. 
This campaign is in addition to the Gorham institutional drive which 
consists of color pages in the same publications, starting this month. 
The magazines are Better Homes & Gardens, Bride’s Magazine, 
Charm, Cosmopolitan, Glamour, Harper’s Bazaar, House & Garden, 
House Beautiful, House Beautiful’s Guide for the Bride, Mademoiselle, 
Mademoiselle’s Living, McCall’s, Seventeen, Vogue and Woman’s 
Home Companion. The agency is Kenyon & Eckhardt, New York. 


Utica Knitting Appoints Hirshon-Gartield 

Utica, N. Y.—Utica Knitting Co. has appointed Hirshon-Garfield, 
Inc., New York, to handle its advertising, effective Jan. 1, 1949. The 
company will double its advertising budget to $250,000 in 1949 and 
will launch a newspaper and magazine campaign for Body Gards 


underwear. The account is currently being handled by John Thomas | 


Miller, New York agency. 


of | Joyce Follows Account to Orr Agency 


New YorkK — Joseph Joyce, account executive on the Angostura- 


| Wupperman account at Donahue & Coe, New York, on Sept. 15 joins 


Robert W. Orr & Associates, New York, where he will handle the 
same account. Angostura-Wupperman recently appointed the Orr 
agency to handle its advertising (AA, Sept. 6). 


Motorola Names Howland as Ad, Promotion Chief 

Cuicaco—Joseph G. Howland, advertising director of Pressed Steel 
Car Co.’s domestic appliance division for the past three years and 
previously with W. W. Garrison & Co., Chicago agency, has been 
named advertising and sales promotion manager of Motorola, Inc., 
succeeding Victor A. Irvine, who retired 
health. Robert J. Flanagan, acting ad director, has been named as- 
sistant advertising and promotion manager. 


Park & Tilford Arvin Introduces 
Decides on Big ‘Magic Watchman’ 
Campaign Iron, New Radios 


New York—Park & Tilford last} CoLumspus—Arvin appliance di- 
its most extensive | vision of Noblitt-Sparks Industries 
campaign with _ insertions| will place on the market in mid- 
scheduled in 200 newspapers and/|September a new dual - control 


meeting will be held Oct. 11-13 at|20 magazines. The drive will run | electric iron with a “magic watch- 


Arrowhead Hot Springs, New San 
Bernardino, Cal. Charles H. Fer- 


through Oct. 15. 'man” that signals the housewife 
Major emphasis will go to Park | when the iron reaches the proper 


guson, Batten, Barton, Durstine &|& Tilford Reserve, a blend whose | temperature for a given fabric. 


Osborn, San Francisco, heads pro- straight whisky content was in- 


gram arrangements. The new 
Michigan Council will meet on 


| The iron, priced at $10.95, will 
creased 25% earlier this year, and | be announced to the trade in two- 


recently because of his | 


Nov. 11 in Detroit. The meeting 
place has not yet been selected, 
said Henry G. Little of the Camp-| ve ac 
bell-Ewald Co., Detroit, council | company’s distribution of Martell 
chairman. The Eastern annual|cognac, Harvey’s sherries and 
meeting will be held on Nov. 15 at| ports, Heidsieck champagne and 


advertising pressure will be put 


the Waldorf-Astoria, New York. | Vieille Cure liqueur. 


Gordon E. Hyde of Federal Adver- 
tising, New York, chairman of the 
New York Council, is in charge of 
arrangements. 


Knox Hat Drive Opens 


Knox the Hatter, New York, is 
launching a campaign this week 
in newspapers in 21. cities 
throughout the country featuring 
Knox’s “Soft good little cas- 
uals.” The agency is Geyer, 
Newell & Ganger, New York. 


Markwell Leaves DuMont 


Norman M. Markwell has re- 
signed as advertising and sales 
promotion manager of the televi- 
sion receiver division of the Allen 
B. DuMont Laboratories, Passaic. 
No successor has been announced 
for Mr. Markwell, who left be- 
cause of ill health. 


Emerson Airs Sullivan 


Emerson Radio & Phonograph 


Charles M. Storm Co. is Park & 
Tilford’s agency. 


C-P-P Opens Contest 
With $67,000 in Prizes 


Colgate - Palmolive - Peet Co., 
Jersey City, N. J., will offer 2,336 
prizes totalling $67,000 in a Palm- 
olive treasure chest contest for 
the last line of a limerick. Top 
prizes will be $100 a month for 
life (or $25,000 in one lump) and 
ten 1949 Ford cars. The contest, 
to close Nov. 20, will be promoted 
in six magazines, 59 Sunday sup- 
plements, 104 dailies and in eight 
announcements on two C-P-P eve- 
ning network shows, through Ted 
Bates, Inc., New York. 


Boyle Promoted 

J. Edward Boyle, in charge of 
radio and television of Rodgers & 
Brown, New York, has been ap- 
pointed managing director of the 
agency’s over-all operations. Mr. 


Corp., New York, will sponsor Ed| Boyle will supervise the firm’s| 


Sullivan’s “Toast of the Town”! Hollywood and New York offices 
over the CBS television network} and its subsidiary, Catalog Spe- 


starting Sept. 19 at 9 p.m., EST.| cialists, Inc. 


The company plans 


The top-rating telecast, on the|to open a new branch office in 


last Hooper and Pulse reports, will) Wilkes Barre, 


Pa. Allan Goff, 


be earried on five East Coast sta-| formerly with WLIB, New York, 
tions. 
the agency. 


Biow Co., New York, is| succeeds Mr. Boyle as director of 


radio and television at the agency. 


behind Vat 69 Scotch, and the| 
Retailing Daily. 


|trade publications this month. 


“Restaurateur’ Bows 


to P&T private stock. Additional | color pages in October issues of 


Electrical Dealer, Electrical Mer- 
chandising, Hardware Age and 
Plans are now 
being formed to focus attention on 
the iron in magazine and news- 
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“There will be ample supplies of heating oil 
in all parts of the country next winter” 
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NO SHORTAGE —Timken oil burner 
newspaper advertising quotes the Oil 
& Gas Journal's analysis of the heating 
oil situation to convince the public that 
oil burners can now be installed without 
danger of fuel shortage. 


Holeproof Series 
Revives; Doubles 
Wear Guarantee 


MILWAvuKEE—Holeproof Hosiery 
|Co. will revive its wear guarantee 
next month with a campaign it 
‘believes will set a record, among 
sock makers, for the number of 
‘ad impressions in a single month. 
The company will use pages, 
‘half and quarter pages, all in 
color, in October issues of Col- 
'lier’s, Life, Look, Pic and The 
Saturday Evening Post, as well as 
| full newspaper pages, some in 
‘color, in major markets. First of 
'the newspaper copy will appear 
in the Metropolitan Group Oct. 31. 

All copy features the Holeproof 
/wear guarantee on nylon socks for 
'men, or nylon combined with silk, 
wool or cotton. Consumers are 
urged to try any Holeproof vari- 
ety and, if they haven’t found 
|“pure satisfaction” within 60 days, 
to return the socks for another 
pair free. 

Years ago, recalled John D. In- 
‘field, Holeproof’s advertising man- 
jager, the original Holeproof guar- 
antee (six pairs for six months’ 
wear, or new socks free) sent 
sales soaring and made Holeproof 
a household word. The company 
has dropped the six-pair forced 
sale, but has in effect doubled the 


|wear guarantee with its 60-day 
offer. 
Backing up _ the _ publication 


‘drive, Holeproof will offer deal- 
‘ers such aids as counter and win- 
dow displays, newspaper mats, 
guarantee seals, window stream- 
ers, car cards and radio scripts. 


paper copy later this year. In ad- Ruthrauff & Ryan, Chicago, is 
dition, a special sales training the agency. 

manual for distributors’ salesmen a 

and retailers is in preparation, | — 

along with a dealer catalog sheet, WBKB Limits Football 


feature tag, envelope stuffers and 
instruction folders. 

At the same time the company’s 
radio division announced that two 
new table model series will hit the 
market about Sept. 15—model 
243T retailing at $14.95 and avail- 
able in ivory, red, yellow and 
green, and model 253T retailing at 
$16.95 to $19.95 with plastic cabi- 
nets in ebony, walnut or ivory. 
They are being announced .- in 


Television Coverage 


Station WBKB, Chicago Bala- 
ban & Katz television outlet, will 
| not broadcast the Purdue and IIli- 
nois football games previously 
scheduled for fall airing. Notre 
Dame games will be telecast as 
| planned, however. 
| Work on the microwave relays 
between South Bend and Lafay- 
/ette, Ind., and between Lafayette 
|and Champaign-Urbana, IIl., is 
understood to have stopped as a 
rae . |result of material shortages, al- 

Roche, Williams & Cleary, Chi-| though the station declared that 
cago, is the agency. |plans are unchanged for eventual 
‘completion of the links. 


Irving L. Diamond, publisher of 
the Arizona Beverage Touran, | 20 Sherman & Marquette 


Four Major Nets 
Line Up Election 
‘Night Sponsors 


New YorK—When you tune in 
|your favorite network station on 
| Nov. 2 for news of the Truman- 
| Dewey race, the returns you hear 
'or see more than likely will be 
| sponsored fare. 

First network to announce the 
'signing of an advertiser for its 
coverage of the election returns 
was Mutual. Curtis Publishing 
Co. will carry the election night 
broadcast over the full MBS net- 
work of more than 500 stations at 
a reported cost of $75,000. Batten, 
Barton, Durstine & Osborn is the 
agency. 

Nash Motors division of Nash- 
Kelvinator Corp., through Geyer, 
Newell & Ganger, will foot the hill 
for the CBS radio coverage of the 
elections. The 1949 Nash cars, to 
be unveiled in October, will be 
plugged on the broadcast, begin- 
ning at 8 p.m., EST, and continu- 
ing as long as important news 
comes in. 


ABC Offers Package 


ABC is offering its radio-tele- 
vision election night coverage in a 
combined package. At press time 
details of the arrangement still 
were being worked out. This 
package, including the full AM 
network and five television sta- 
tions, probably will cost an adver- 


tiser in the neighborhood of 
$100,000. 
NBC is offering the election 


time to its regular list of Tues- 
day night clients, who will be 
given an opportunity to keep their 
half-hours and use them for air- 
ing Presidential returns. If the 
clients don’t react favorably to 
this plan, the time may be made 
available to a single advertiser. 
No decision on sponsored telecasts 
lof the event has been made at 
NBC. 


| Schick Plugs New Shaver 


Schick, Inc., Stamford, Conn., is 
launching a campaign this week 
introducing the all-new Schick 
super electric shaver with ads in 
Collier’s, Life and The Saturday 
Evening Post. In addition, eight 
business papers will be used. Kud- 
ner Agency, New York, handles 
the account. 


Hartman Names Yarmove 

Jack Yarmove, formerly with 
the Institute of Public Relations, 
New York, has been appointed 
vice-president in charge of public 
relations and motion pictures of 
the L. H. Hartman Co., New York. 
Previously he was with Young & 
Rubicam and Twentieth - Century 
Fox Films. 


Hope Heard Earlier 


Lever Bros.’ Bob Hope will re- 
turn to the NBC mike tomorrow 
(Sept. 14) night at a new time— 
9 p.m., EST. The agency is Young 
& Rubicam, New York. His old 
spot, an hour later, will be taken 
over by “Big Town,” through Sul- 
livan, Stauffer, Colwell & Bayles, 
which shifts from CBS to NBC. 


Appoints Kolb 

Philip Kolb, former advertising 
manager in charge of sales of the 
New York office of Levy Brothers 
& Adler- Rochester, Inc., Ro- 
chester, maker of Mt. Rock coats 
for men and women, has been ap- 
pointed sales and promotion di- 
rector of the company with head- 
quarters in Rochester. 


Gets lronrite Account 


Phoenix, will launch a new pub- Sigma Products Corp., New 
lication, Arizona Restaurateur, on| York, has appointed the New York | 
Sept. 15. The new monthly, which| office of Sherman & Marquette to 


|will be the official publication of handle advertising for Breatho-| 


the Arizona Restaurant Associa-| lator, scientific breath control de- | 
tion, will be mailed free to all| veloped by the Crosby Research | 
eating houses in Arizona. The ad-| Foundation in Hollywood. The | 
vertising rate for a black-and- | company is planning a national 
white page, one time, will be $176.| campaign for the product, which 
Offices are located at 1410 N. Cen-| comes in wafer form and is in- 
tral Ave., Phoenix. ‘haled to eliminate bad breath. 


Ironrite Ironer Co., Mt. Clem- 


|ens, Mich., has appointed Brooke, 


Smith, French & Dorrance, De- 
troit and New York, to handle its 
advertising. 


WSFC Joins Mutual 

WSFC, Somerset, Ky., will af- 
fillate with Mutual on Sept. 1. 
This brings to 515 the number of 
Mutual stations. 
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